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MADE FOR 
BARIUM STEEL CORPORATION 
AT MITCHELL FIELD, NEW YORK 


“Interstate offers the best coordinated photographic service we have found...” 


says BAYARD ALLIS, Director of Public Relations and Advertising, Barium Steel Corporation 


“With 16 affiliated companies, all in different lines of business and scattered across the country, the 
photographic problems of Barium Steel are difficult and complex, to say the least. 
Whether the assignment is pictures for advertising, for publicity, or for sales purposes, INTERSTATE offers 


the best coordinated photographic service we have found; they consistently produce excellent photos and 
facts on time to solve our diverse problems.” 


INTERSTATE) 
DIVISION _.i 


+p at 
See | Te - 


COCCI : 
INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


GENERAL OFFICE 675 FIFTH AVE., NEW YORK 22. N. Y.. MURRAY HILL 8-1880 


MIOWEST OFFICE 469 EAST OHIO ST., CHICAGO 11, ILL... MICHIGAN 2-0080 


WEST COAST OFFICE TOO MONTGOMERY ST., SAN FRANCISCO 11. CAL., GARFIELD 1-1987 


ALEXANDER ROBERTS GENERAL MANAGER 


PHOTOS OR CASE HISTORY REPORTS. . .ANYWHERE...TEN DAYS NORMAL DELIVERY 





U. P. PICTORIAL RESEARCH 


recorded the FIBERGLAS Ste 


HOF 


WORLD’S LARGEST AIR-CONDITIONED BUILDING 
NEW SOCONY MOBIL SKYSCRAPER, N. Y C. 


FIBERGLAS* Insulation 
used on air ducts 


! 


The newest skyscraper in New York City is 
the 44-story Socony Mobil Building, completed 
last Fall. Because it is the world’s largest fully 
air-conditioned building, enormous amounts 
of insulating material for the control of tem- 
perature, vapor and sound were needed. For 
these materials Socony Mobil architects speci- 
fied Owens-Corning Fiberglas Corporation 
products. 


FIBERGLAS Insulation 
used on piping 


Getting a photographic record of the fabri- 
cation and installation of OCF products used 
in the building (over 15 miles of Fiberglas and 
Kaylo® pipe insulation) seemed like a problem 
until OCF’s Advertising and Promotion De- 
partment gave the assignment to the United 
Press Commercial Photography Division. 


U. P. photographed each step at the right 
time and place. The result was more than 60 
authentic, usable photographs that 
provided a gold-mine of adver- 
tising, promotion and _ publicity 
materials. 
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If you need case histories or 
photographs (black and white or 
color) for ads, brochures, house 
organs, publicity, the U. P. Com- 
mercial Photography Division is 
ready to serve you... any- 
where... anytime. Just fill ih (aa 
out the handy coupon below RTT Se Ty on NOTE eens 
or telephone us at PEnnsyl- HH ite aT tT 


vania 6-8500 to obtain com- iar a | wi | ji ir eer 
plete information. ae 1 : 
STi Dent anise Blakcca., I Harlow M. Church, Director 
*T.M. (Reg. U.S. Pot Off.) O-C.F rp COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
ighth A | York 1, N York 
U. P. PICTORIAL RESEARCH 461 Cig Avene, Now Ver ew Yor 
is a documented word-and- Please send me complete information, including costs, about the services 
picture report of your prod- checked: 
uct or service as it is used [] Pictorial Research Reports [] Advertising and studio photography 


by your customers. You get [_] Photographic assignments [_] Location and publicity photography 
a package—in duplicate— [-] Color photography [-] Color prints — all types 

consisting of a summary of li - 

findings, list of questions 

and answers, signed state- Title 

ments, photograph releases, 
and photographs. 
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Save up to 80% in type composition 
with the Friden Justowriter’ 


REPRODUCER 
RECORDER 


You can save by installing the Justowriter automatic tape-operated 
composing machine in your office. With the Justowriter it is no longer 
necessary to buy costly typewriter or hot metal composition. Any typist 
can set clean, sharp, justified (even margins) professional composition 


right in your office. Copy can be set directly on any duplicating master 
or reproduction proof paper. 


This means that you can save money on every printing job, large and 


small. You can set justified composition for allthe applications listed at 
the right....and many more too. 


It’s as simple as this: One keyboarding on the Justowriter Recorder 
produces visible copy and a punched paper tape. The tape operates the 


Justowriter Reproducer to set sharp, justified, direct image plates or 
reproduction proofs....automatically at 100 words per minute. Fourteen 
different type styles are available in sizes from 8 to 14 point. Author’s 
alterations or changes can be made easily by duplicating the tape. 


Hundreds of companies are now saving upto 80% in composition costs 
with the Friden Justowriter. Write today for actual cost-saving facts. 


The above copy was set on the Justowriter in 10 point Book type. 


(i a 
# JFriden Creates “ 
tA New World 


For Busines® 


(NM 
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Friden Calculating Machine Company, Inc. 


San Leandro, California 
Sales and service throughout the world 
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Just Culutin Us 


Personalize Your Christmas Giving 


Corporations are often referred to as soulless. They are at least imperson- 
al. Hence when companies plan to demonstrate appreciation of their customers’ 
business by holiday remembrances, they should be presented not in the name of 
the company, but of the individual who is responsible for the account. 


One of the reasons why some companies dislike sending and receiving Christ- 
mas gifts is that they so often become impersonal and thus emphasize the purely 
commercial character of the remembrances. Even though done with a business ob- 
jective in mind, Christmas giving can be kept on an appropriately personal 
basis if care is taken to emphasize people rather than corporations. 


If a large company is sending out remembrances at the holiday season to 
long lists of its best customers, personal notes from the men who directly 
contact these accounts and have pleasant, personal relations with the recipi- 
ents will do much to rob the gift of its strictly business and commercial as- 
pects. It then becomes a personal expression of appreciation and good will, 
and not merely a formal corporate activity. The former leaves a much better 
taste in the mouth of the customer. 


This issue of Advertising Requirements carries a review of the policies and 
practices of many of our readers on the subject of business gifts at Christmas. 
While the great majority follow the plan, some do not. Even these, however, 
might agree that only good can follow the distribution of gifts by salesmen to 
their friends and customers who have helped to make their business a success 


during the preceding year. 
ieee 


G. D. Crain Jr. 
Publisher 


September, 1957 ADVERTISING REQUIREMENTS 


ADVERTISING >. rig cer i 
monthly by Advertising P 

E. Illinois St., uicago ll (I 

publishers of AD| VERTISING AGE and I) 
TRIAL MARKETING. bscription rates: 
year in U. S., 50c per copy. Add $2 pe 
for foreign postage except for Canada 
possessions and Pan-America, no extra 
age charge 
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The Story Behind the Infivential 


lette I'l ne styles | The background of this spectacular campaign which cre- 


ated a new feeling of curiosity among admen. 


selection guide a 


The Use of Christmas Gifts in Business 


36 pages illustrating AR’s fifth annual report on the Christmas giving habits of 
364 different styles! American business. 


A Collection of Gift Suggestions 


To help you make your choice, here are some of the more 
interesting gift items found in a search of the markets. 


Let Human Nature Guide Your Choice of Type 


Some advice that will make your task of choosing just the 
right typeface easier and more natural. 
A. RayMonp HOPPER 


How We Got the Photos 


An art director tells of how unusual photos were obtained 
to make an award-winning campaign. 


See the freshest, sharpest, most mod- Getting Your Value from Color Slides 
ern collection of lettering . . . exam- 
ples of Filmotype Photo Lettering’s 
new alphabets. A guide sure to stim- 
ulate more sell . . . and individualit s ‘ 
aa aie wl Making Your Own Slide Presentation 

into any printed material! And you'll 

see why Filmotype ranks as the The story of how American Machine & Foundry used a 
leader in the field of photo lettering home-made set of slides for internal presentation. 
machines! Tep SANCHAGRIN 


Practical advice on selecting a color laboratory, and on 
maintaining quality in duplicates. Haroitp F.. JENKINS 


ae le catia A Guide to Slides and Filmstrips 


Mail this coupon 


and the new Filmotype Lettering Selec- The Package as a Symbol 
Uc we Ue oe a 


Useful facts and figures to help you in your production. 


There is more than meets the eye in a package, a symbolic 
FILMOTYPE DEPT. AR? meaning that isn’t always obvious. BarBARA KAYE 
7500 McCormick Bivd., Skokie, Ill. 
Yes, send me the FREE Lettering Styles 
Guide and other information about Filmo- 
type. 


A One-Woman Exhibit 


A one-case display unit for A. B. Dick Co. is so simple 


ah asarenrtnliiadiceasnetetiadicantnedmcmmnainds that one woman can—and does—set it up by herself. 


Firm 
Address How to Plan a Decal Valance Program .. 


a State 


Store windows vary widely, but Miller Brewing Co.’s decal 
assortment handles them all, thanks to advance planning. 
BENN OLLMAN 
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Keeping Signs Uniform ....... (hewene eee Sees one 80 


Disturbed by variations in local truck painting, Falstaff 
turned to decals to get national uniformity. 






How Simple Display Boosted Krylon Sales ............. 


An ingenious wrought-iron rack gained counter space for 
this product and increased sales. RicHarp C. NEWBOLD Jr. 


How to Promote a TV Show ... wc ccccccccccccccccs 






Ingenuity and imagination have multiplied the effective 
budget for promotion of “Robin Hood.” Epwarp G. GErBic 


Getting the Most out of Direct Mail ...............46. 





The Institute for Motivational Research comes up with 
some practical suggestions for improving the effectiveness 
of your mailing pieces. 


How Jones & Lamson Gathers Case Histories ........... 


An ingenious use of direct mail managed to pry case his- 
tories out of reluctant salesmen. N. C. RicHARDSON 





GIFT TOOL KITS 


Prize selections of midget and 
The story of how magnesium engravings are winning their 


ay in the printing picture, in spite of reluct nr full-size hand tools. Handsome 
w Lre, e reluctance in many eee 
quarters. Seonee i Memmeaus leather or plastic kits. Guaranteed 


quality. Sure to please customers, 
business associates or friends. 


Magnesium Up-to-Date ...... een tween eee oo eee ew 101 








it’s Magnesium for All-Florida ............... ees 107 













This state-wide newspaper supplement prints directly from 
magnesium plates — just one of the money-saving tech- 
niques developed by this progressive publication. 

HaAvILAND F. REvEs 
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Here are some of the latest developments in that oldest of 
the arts — papermaking. Cartes V. Morris | 













Departments 





WRITE FOR 
Art & Photography... 51 FREE COLORFUL CATALOG 


Audio & Visual Aids. -. 59 Regular Features Many selections for every budget. 
Direct Advertising... 91 Liberal Quantity Discounts! 


Layout & Typography... 45 Buyers’ Guide & 
Packaging & Labeling... 67 Advertisers’ Index. ..118 0 ee ee 
Paper...111 Books for Admen... 20 * Address inquiries to Business Gift Dept. 7 
Photoengraving & Platemaking. . ..101 Coming Conventions... 17 * UTICA DROP FORGE & TOOL DIVISION © 
Premiums, Prizes & Specialties... 29 Competitions... 9 o elsey-Hayes Co., Utica 4, New York , 
Printing & Binding. ..107 The Editor’s Notebook... 6 . ® - 
Radio & TV Production... 85 How I Solved It... 14 s <a Crm <ca> : 
Shows & Exhibits... 72 Just Between Us... 3 Hallmark of quality in Hand Tools since 1895 = 
Signs & Identification Materials... 77 Promotion Almanac... 18 ‘cCObhee eee e466 6 6 ow Oe 

Window & Store Displays... 77 Readers Write... 10 
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dis play 
WITH A FLAIR FOR 
sales 
.». AN EXCLUSIVE 


design 


Dayton Tire’s display, a strong depar- 
ture from the conventional, is another 
DISPLAY SALES design with a flair. 
A flair that commands interest... 
invites sales! Styled to dramatize a 
full-size print of the tread, this color- 
ful metal and wood unit features a 
built-in literature rack. Profit from a 
sturdy, imaginative display with vivid 
point-of-sa°? appeal. Creative design 
is but one of the many facets of DIS- 
PLAY SALES’ complete display service 
available to all manufacturers. Write 
for facts. 


Y 
display 
sales 


1638GEST STREET - 
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Various Bright Ideas ... 


Banks, Newspapers, 
Goofs, All Become 
Effective 


There was a day when a lively 
promotion by a bank would have 
set tongues tish-tish’ing. But today, 
with electric roasters, ballpoint pens 
and even life insurance policies as 
premiums for opening savings ac- 
counts, bankers have joined the 
ranks of the most active “sales” 
promotion people. 

One of the most alert banking or- 
ganizations is Florida’s  Sottile 
Banking Group. J. Samuel Gar- 
rison, Sottile’s public relations di- 
rector, recently sent us some sup- 
porting evidence: 


e At the Miami AFA convention, 
Sottile came up with an effective, 
whimsical little contribution for the 
conventioneers’ souvenir kit. It was 
a simple blue-and-white card read- 
ing, “Welcome AFA. This is just a 
sample of one of our major prod- 
ucts. Money (spelled C-A-S-H).” 
Attached was a dime. 

The copy on the back of the 
3x414” card was equally light: “We 
want you to thoroughly enjoy your- 
self during your stay ... If the 
avenues of expenditures cause you 
to spend the dime attached, and you 
still require more money, please 
call on the nearest Sottile bank for 
a loan . . . You may not get it, but 
we would love to talk to you any- 
how.” 


@ Next came a press kit which 
Sottile distributed at a June press 
breakfast to introduce its $500,000 
installation of Post-Tronic elec- 


tronic accounting machines. Noth- 
ing sensational, but a good example 
of complete reference material for 
reporters. 

The kit included an annual report 
(to give background on the banking 
group), a four-color product bro- 
chure (to describe the Post-Tronic 
equipment), four photographs (to 
illustrate the new equipment in 
use), a general press release with 
ample quotes from which an inter- 
esting story could be constructed, a 
digest of a speech by National Cash 
Register Co’s research director at a 
luncheon to introduce the equip- 
ment to the Miami business com- 
munity, and a cigaret lighter gift. 


School Board Votes $1.8 Million Budg 


‘ Er 


Record Wins National Award 
As Most Outstanding Tabloid 


Award Considered Oscar 
Of Newspaper Industry 


The Proud and the Beautiful 


> The Ayer newspaper awards com- 
petition came up with an unusual 
development this year. A cold-type, 


HMMM HT 


Display typefaces in this issue . 


. . 23—Alternate Gothic # 1 & 2; 29—-Tempo Heavy 


CINCINNATI 4, OHIO. 


& Black Extended; 45—Cello Lettering #157 & 215; 51—Rondo; 59—Balzac Brush; 
63—Tempo Bold Italic; 67—-Tempo Black Extended; 72—-Bodoni Black Italic; 
77—Handlettering & Alt. Gothic #2; 80—Steel Bold Condensed; 85—-Dom Casual; 


91—Garamond Bold; 97—-Tempo Heavy Condensed; 101—Clipbook #2; 107—Kar- 
nak Black Condensed; 111—-Bodoni Bold Italic. 





SILLY, ISN’T IT, TO TAKE 
A NEEDLESS RISK? 


Taking risks, with little or nothing to gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need do to minimize or eliminate taking 
chances is to rely on the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
of color positives that will reproduce with fidelity is the specialty of 
INTERNATIONAL... For the best possible service in monotone gravure, 
it’s SUPERTONE... Each maintains an unmatched reputation for offer- 


ing the accuracy and dependability needed in gravure preparation. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. ZL med 
NEW YORK 23, N.Y. WC. gs 
Phone: Circle 5-8750 i 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


ee ee ce eR esac we here 
480 Lexington Ave. 


SUPERTONE, INC. \«w york 17, Nn.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


Bin Cu aa ey 
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COMPLETE 


4 COLOR 


PACKAGE! 


| 
S GRAPHY 
Os" 


—_ 


PRINTING — 
includ ing 
4 COLOR 


SEPARATIONS 
AND PLATES 


-»+-PLUS 


NEW, EXCLU. 


SIVE SUPER-F| 
SCREEN NS 


* ALL WORK DONE 
UNDER | ROOF! 


* TAKE THE ENTIRE 
PACKAGE OR 
ANY PART! 


* LOW PRICES! 


COBLOC CO. 


DIV. OF RAINBOW STUDIOS 


write today for full information 
1372 B'WAY, NEW YORK 18, N. Y. 
BRyant 9-9385 
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offset daily newspaper won a prize 
for being the best looking tabloid- 
sized paper in the U. S. Winner was 
the Middletown, N. Y., Daily Rec- 
ord, which started publishing just 
eight months prior to the judging. 

The Record uses a Justowriter 
automatic tape-operated composing 
machine, which produces justified 
composition at the rate of 100 words 
per minute. 


>» As part of its 50th anniversary 
celebration, Thompson Co. Inc., 
New York printer, staged an essay 
contest for printing buyers on the 
subject of the qualities of a good 
printer. The winner turned out to 
be Joe Russakoff of Vanguard Ad- 
vertising, a familiar face in direct 
mail circles. Here’s Joe’s winning 
entry: 

The qualities I look for in a good 
printer are competence, craftsman- 
ship and _ dependability, above 
everything else. I assume that his 
equipment is “standard,” the types 
available to all. 

Competence comes from know- 
ing his equipment, its limitations, 
capacities and potentialities. Also 
from knowing how best to use his 
equipment economically and effec- 
tively, in relationship to the job he 
is doing for me. His competence also 
will extend to knowledge of paper— 
types of stock, sizes, finishes—so 
that my job will be well produced 
on the equipment he has available. 

Incidentally, I would not expect 
help on layout, design and format 
—but I do expect expert help from 
my printer on how best to set up my 
job with reference to his equipment, 
and on the choice of paper. 

With competence goes craftsman- 
ship, the doing of top quality work. 
Today, with personal selling limited 
by manpower shortages and in- 
creasing wage costs, printed selling 
must do more than ever before to 
promote sales, directly and _ indi- 
rectly. This means that a company’s 
printing must represent and typify 
the firm, hence the importance of 
top quality. 

Top quality comes from good 
craftsmanship, doing the best job 
possible within the framework pro- 
vided by the job’s_ specifications. 
It means being more careful at 
every stage of the job, to make sure 
it is right, so that the end-product 
fulfills the planned results. 

Finally, I would expect my print- 
er to be dependable in making only 
promises that he can keep in re- 
gard to quality, craftsmanship and 
delivery, and then keeping them. 
Also I expect him to keep me 
posted currently on the job’s prog- 
ress, even when it is proceeding on 


planned schedule. And when un- 
expected delays or postponements 
occur, he will advise me immediate- 
ly, if possible, with a suggestion 
how the lost time can be regained, 
either through some change in 
handling the job, or in what I do 
after it is completed. 

With these qualities—of com- 
petence, craftsmanship and de- 
pendability—my printer becomes a 
partner in the production of a job, 
in cooperating with me to produce 
it so as to achieve quality, as well 
as economy. I want him to relieve 
me of the entire responsibility and 
anxiety—with full confidence that 
he will assume this responsibility 
and produce what I want, when I 
want it. 


> How carefully do people read 
your ads? Eagle Pencil and its 
agency, BBDO, got some pretty 
good evidence to support the im- 
pressive Starch ratings they are re- 
ceiving from their one-column, 
two-color series in the Saturday 
Evening Post. 


OK! 


An Eagle Verithin made all 
these numbers and kept a 
sharp point! Try that with any 
other red pencil! 
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One of the ads (see cut) fea- 
tures “all” of the numbers between 
1 and 300—written, the ad _ says, 
with an Eagle Verithin pencil which 
kept a shart point from start to 
finish. We put “all” in quotes be- 
cause ... well, here’s the way Dick 
Detwiler of BBDO public relations 
explains it: 

“The ad... drew 40 letters be- 
cause the number 34 was omitted 
(deliberately) and the number 130 
was included twice (that was an 
agency goof). Comments of the let- 
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Color photograph courtesy of Chef Boy-Ar-Dee (Italian Style Foods) 
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a Forcolors that sparkle with ‘‘dimensional”’ 
realism, new Adena gets the nod. : 


2 For blacks of character—clean and mottle-free— ’ 
new Adena is winning thousands of new friends. S 
3 For stretching the printing dollar, the opacity 
of new Adena permits the use of lighter weight stocks : 
without sacrificing appearance. 


New, bright white. New opacit “s 
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\\ F\\) Adena offset 


Atlanta, Ga Wyant & Sons Paper Company 


Baltimore Baltimore Paper Company 
Bristol, Tenn. Dillard Paper Company 
Buffalo Franklin-Cowan Paper Company 


Charleston, W. V Copco Papers Incorporated 
Chicago Chicago Paper Company 
Chicago Messinger Paper Company 
Cincinnati The Johnston Paper Company 
Cleveland The Central Ohio Paper Company 
Columbus, Ohio The Central Ohio Paper Company 


Dallas Southwestern Paper Company 
Dayton The Central Ohio Paper Company 
Denver Butler Paper Company 


Detroit The Central Ohio Paper Company 


Fargo, N. Dak. Fargo Paper Company 
Fort Worth Southwestern Paper Company 


Hartford, Conn. Rourke-Eno Paper Company, Inc 


u. 


Houston Southwestern Paper Company 


Idaho Falls American Paper & Supply Company 
Indianapolis he Central Ohio Paper Company 


Kansas City, Mo. Midwestern Paper Company 


a 


uisville Superior Paper, Inc. 


1 ¢ 
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Milwaukee Nackie Paper Company 
Minneapolis Butler Paper Company 
Minneapolis Minnesota Paper and Cordage Company 


Nashville Clements Paper Company 

New Haven, Conn. Rourke-Eno Paper Company, Inc. 
New Orleans Butler Paper Company 

CHILLICOTHE PAPER CO., Chillicothe, Ohio New York City Canfield Paper Company 
New York City Linde-Lathrop Paper Company, Inc. 
New York City Paper Corporation of United States 
New York City Royal Paper Corporation 
New York City Walker-Goulard-Plehn Company 


Philadelphia The J.L.N. Smythe Company 
Philadelphia Paper Merchants, Inc. 

Phoenix Butler Paper Company 
Pittsburgh The Central Ohio Paper Company 
Portland, Oregon _‘ Fraser Paper Company 


Raleigh, N. C. Norris Paper Company 
Rochester Genesee Valley Paper Company 


St. Louis Shaughnessy-Kniep-Hawe Paper Compa 
Salt Lake City American Paper and Supply Company 
San Francisco Wilson-Rich Paper Company 
Springfield, Mass. Rourke-Eno Paper Company, Inc. 
Syracuse, N. Y. J. & F.B. Garrett Co. 


Toledo The Central Ohio Paper Company 
Washington, D.C. Barton, Duer & Koch Paper Company 








ter writers ranged from encomiums 
on the advertising all the way to 
the unpleasant suggestion ‘fire the 
agency.’ The Post got letters, too.” 


> The election of Bob Fenton as 
president of the 100 Million Club 
(he’s circulation director of Street 
& Smith) reminds us it really 
should be the 100 Billion Club. 
When founded in 1927, its members 
boasted an annual mailing of 100 
million pieces of direct mail. Today 
it’s nearer 100 billion, several mem- 
bers alone mailing 100 million each. 

44 





DECEMBER, 


1957 


Dec. 1-31 
Holiday Butter Cookie Time . Spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 
Dec. 2 
Pan American Health Day 
Proclamation). 
Dec. 2-8 
National Prosperity 
sored by 
Park Av., 
Dec. 10 
United Nations Human Rights 
(Presidential Proclamation). 
Dec. 11 


JCI Day ... sponsored by Junior Cham- 
ber Intl., P. O. Box 1250, Miami Beach, 
Fla. 

Dec. 17 


Pan American Aviation 
dential Proclamation). 


Dec. 25 
Christmas Day 


Dec. 31 
New 


(Presidential 


WV eek 
Club 


spon- 


Christmas Corp., 230 


New York. 


Day 


Day (Presi- 


Eve 


(Watch night). 44 


Year's 





But what if the winner doesn’t want 
to go to Mars? 
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Presenting the New Edsel 


For hundreds of dealers from coast-to-coast, the in- 


troduction of the new Edsel automobile means a 


major investment in signs and 


identification mate- 
rials. Here’s the story behind the biggest 


i 


identifica- 
tion campaign of the decade. 





New Maturity for Direct Mail Advertising 

Direct mail is taking on new maturity. And with the 
jrowth of the medium, specialists are becoming in- 
creasingly important. The October AR will present a 


special report on this development 





based on a sur- 
vey of 4,000 AR readers. 
eae 
[-—~a— Using Packages to Promote Premiums 
C.. There is a fast moving trend toward vigorous pack- 


age promotion of special deals, introductory deals 


and ffers. A package 
eight which your 


extra promotion at the point-of-purchase. 


premium jesigner shows 


ways in package can provide 





Preparing Art for Litho 


Lithographers, artists and art directors n't always 
nean the same thing when they use the same 
words. The net result can be poor and costly print- 

J bs. Here are some practical suggestions for 
making sure you get what you want. 





Borrow an Idea from St. Louis 





In St. Louis’ modern air terminal, advertisers are 
presenting their stories with 29 unusual exhibits, 
eaturing effective use of space, sound, col ani- 
mation and audiences ticipation. Here are many 
nteresting ideas for alert exhibitors 





ecccececeece How to Punch 864 Holes in Close Register 


eceeeeeeeeeee ioe . ; ae 
© ror qa magazine insert, Liectr 1adia needed da precise 
e-cutting 1 precise printing i In i a precise 

eeeeeeeeeeeo 1intenance of a tight time sched V 


, they got 
eeeeeeoeoe eee 





explained in an AR case his- 
© New Look for TV Commercials 
how Tidewater ] 1blished 
jramatically through a series of unusual tv spots. 
e Effective Picture Cropping 
. a picture editor shows how in add 
OTHER to the effectiveness of photographs 
SPECIAL ee 
FEATURES e What's in the Future for Type? 
modern printing technology requires a change 
in thinking by typographic designer: 


@ Picking a Christmas Business Gift 


. AR presents more new ideas for admen seeking 


a ‘different’ Christmas gift. 
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Get More 
SALES. Swith 


MODERN- GLO 


ADVERTISING CLOCK 
NEW SHAPE 
NEW STYLE 
NEW FEATURES 
NEW MODERN-GLO 
ILLUMINATION 


REVOLVO 


AT LAST a 10ow cost niuminaren 
DOUBLE FACED REVOLVING SIGN TO 
FEATURE YOUR PRODUCT OR PRODUCTS BY 
COPY AND/OR COLOR TRANSPARENCY. 


(ELECTRIC MOTOR GUARANTEED 1 YEAR) 
WRITE FOR DETAILS 


AMERICAN. 


926 STATE AVE., CINCINNATI 4, OHIO 
REPRESENTATIVES IN PRINCIPAL CITIES 
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READERS 


Ektachrome or 
Kodachrome 


@ I have received a number of in- 
quiries after the appearance of my 
article, A New Guide to Color Pho- 
tography (AR, May), regarding the 
use of Kodachrome or Ektachrome. 

Wherever these two processes 
compete for advertising purposes, 
the decision between them should 
be based on these four points: 


1. Advertising Message .. . 
When a sober, clear and clean, in- 
tense, cool vivid, straight, or simi- 
lar mood expresses the advertising 
message best, Kodachrome is pre- 
ferred. It has purer blues and 
greens, less glowing reds and yel- 
lows, than Ektachrome. 

When a rather intimate, warm, 
personal, glowing, or similar mood 
expresses the advertising message 
best, Ektachrome will fill the bill 
better. It has richer reds, orange- 
reds and yellows, less intense blues 
and greens, than Kodachrome. 

In a nutshell, I'd say that Koda- 
chrome talks to the brain, Ekta- 
chrome to the heart. 


2. Spontaneity ... Whenever the 
illustration has to show action, 
candid expressions or situations, 
sports, Ektachrome has the edge. 
But Kodachrome will be adequate 
for still life, for conventional stu- 
dio shots, for shots in bright day- 
light. 

Ektachrome is some three times 
as fast — and can be forced to six 
times — as Kodachrome. This en- 
ables the photographer to freeze 
action and expressions more suc- 
cessfully if he uses Ektachrome. He 
can often get a picture under light- 
ing conditions which would give 
him nothing on Kodachrome. 


3. Reproduction . .. When the 
final reproduction is to be consid- 
erably larger than the original pho- 
tograph, and when sharpness is a 
must, use Kodachrome. Its extreme- 
ly fine grain is better suited for en- 
larging than the somewhat more 
grainy emulsion of Ektachrome. 

However, when a degree of soft- 
ness or granularity will enhance the 
advertising message, this quality of 
Ektachrome might turn into an as- 
set. 


4. Urgency of Job . . . While it 
might take days to get your Koda- 


chrome processed, either by East- 
man or one of the commercial labs 
that handle this film, you can see 
the finished result of an Ektachrome 
exposure within a few hours. 

Most photographers can process 
this film themselves, and the actual 
processing time is only an hour or 
so. 


> If, when you consider all four 
points, they all point to one of the 
two, your selection is simple. If 
some indicate one, and some indi- 
cate the other, my personal pref- 
erence would be to choose the one 
which makes the advertising mes- 
sage most effective. So my personal 
criteria are listed, from one to four, 
in the order of their importance. 

All this, by the way, is another 
example of the need for coordinat- 
ing advertising, photography and 
reproduction requirements. 

Econ BERKA 

Photography Consultant, Chicago 
(Reprints of “A New Guide to Color 
Photography” are now available, at 
25c each .. . Ed.) 


Likes Cartoon 


@® May I have your permission to 
reprint the cartoon (see cut) which 
appears on page 80 in your July 
1957 issue? I’m enclosing two copies 
of our company publication where 
the cartoon will be reprinted. Our 
readers are made up of citrus grow- 
ers, handlers and retailers. 
MARGARET BLUMENSTIEL 
Editor, The Seald-Sweet Scratch 
Pad, Florida Citrus Exchange, 
Tampa 


Never mind, he doesn’t give stamps. 


Posted in Texas 


@ We much enjoyed Postmarks Can 
Sell for You (AR, June). We've 
long sent our personal mail from 
O’Donnell, Tex., and even now are 





a 


—_— 


WHEN SHOULD A 


—— 
~— 


Ever wonder whether or not to use a coated 
paper for a mailing piece? It can give a 
mailer a quality look. On the other hand, it 
may be too costly for your budget. 

Your printer, lithographer, or screen processor 
can give you the answer. He’s a storehouse 
of.information and ideas. Because of his wide 
experience, he can help you avoid pitfalls, 
help you save money and get your job out 


| aa 


Sales Offices: Mead Papers, Inc., 

118 West First Street, Dayton 2, 

Ohio - New York « Chicago + Boston 
Philadelphia - Atlanta 


MAILING PIECE WEAR A ciate ee 


cece eet 


faster. That’s why it’s so important to talk 
with him before you start work on any 
mailing piece. 

You'll like working closely with your printer, 
lithographer, or screen processor. We know 
because we’ve done it for years in bringing 
them the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 
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When only the finest 
is good enough 


For prestige — 
Letterheads 
Stocks 
Bonds 


PAIS 


Coupons and other 
documents of a 


permanent nature. 


SEND FOR PORTFOLIO 


This valuable portfolio of out- 
standing letterhead designs 
free when requested on your 
letterhead. 


BETTER 


PAPERS 


eee tae 
COMPANY 


Holyoke, Massachusetts 
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making arrangements to have all 
that originates in this office mailed 
from there. 

Incidentally, our name is really 
O'Donnell, not O’Donnel as shown 
on our letterhead. When the army 
gave us a certificate for our work 
(G-2), it dubbed us O'Donnel. The 
Journal of Commerce followed suit 
in a story, and so did our printer. 
So we just decided the “L” with the 
whole thing. 

Georce O'DONNELL 

The Idea Merchant, Beacon, N.Y. 


Antique Art Source 


© Our attention has been called to 
your article A Guide to Antique 
Art in your July issue. 

It is a bit misleading to put us in 
the also class at the end of your 
article. One of our collections of 
negatives—the Briggs Collection— 
is the oldest collection of pictures 
for reproduction in America. It goes 
back before the Civil War. 

We were one of the major sources 
for Year’s two special books—Pic- 
torial History of the Bible and of 
American History. We also fur- 
nished the set of pictures The Sev- 
en Wonders of the World used for 
display by the Empire State Build- 
ing. We provided 30 of the color 
negatives for Crown Publishing’s 
Cavalcade of America which they 
brought out last fall. 

Dr. Louts WALTER SIPLEY 

Director, American Museum 

of Photography, Philadelphia 

(Readers who would like more in- 

formation about the Museum’s col- 

lections can write Dr. Sipley at 338 

S. 15th St., for a handsome illu- 
strated booklet . . . Ed.) 


Canadian Postmarks 


e A postscript to your article, 
Postmarks Can Sell for You (AR, 
June): Id like to suggest that 
Canadian post office names might 
prove as interesting and eye-catch- 
ing as the U.S. names listed, as well 
as provide a “foreign” touch. 
Such names as: Hope, B.C.; Suc- 
cess, Sask.; Plenty, Sask.; Merritt, 
B.C.; Climax, Sask.; Kleena Kleene, 
B.C.; Warden, Alta.; Hay Lakes, 
Alta.; Entrance, Alta.; Unity, Sask.; 
Fillmore, Sask.; Holland, Man.; 
Snowflake, Man.; Windygates, Man.; 
Ripley, Ont.; Paris, Ont.; Blind 
River, Ont.; and Port Hope, Ont.; 
are good clues to direct mail themes. 
The Post Office Dept., Parliament 


| Bldgs., Ottawa, Ont., could furnish 


you with a complete list. 
A. ANTONSON 
Sales Prom. Supervisor, Nabob 
Foods, Vancouver, B.C. 


° 


WANTED 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field — almost every day, it seems 
— that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Disappearing Inks 


® We are interested in finding the 
sources for disappearing printing 
ink or pigments that appear in posi- 
tive form after moisture has been 
applied to the surface of the paper. 
Harry E. FoRWELL 
Acct. Exec., Fellows Advertising 
Agency, Syracuse 


Syndicated Material 


® We would appreciate your ad- 
vising us as to a source of syndi- 
cated direct mail material suitable 
for lumber and building materials. 
If you also know of a source of 
direct mail that could be used for 
a used car dealer, we would ap- 
preciate the information. 
Kart F. BurGSTAHLER 
Advertising, Decatur, III. 


Real-Looking Signatures 


® Some of the processed signatures 
that I have seen on multigraphed 
and automatically typewritten let- 
ters look extremely realistic 
they are clear-cut and the ink used 
is “natural looking,’ in contrast to 
the normal stamp pad appearance. 
How are they produced and 
where can they be obtained? 
A E. LENHARD 
Mgr., Sales Pro. & Adv., Wheela- 
brator Corp., Mishawaka, Ind. 


Tea Bells 


@ Before we can complete plans 
for an upcoming proposal, we must 
have a source from which to pur- 
chase an undetermined number of 
tiny tea bells. 

This little hand bell should be 
of metal in chrome or gold finish, 
about four to five inches high. 





Although cost-per-unit is a con- 
sideration, we are mainly inter- 
ested in securing a source. Our 
thought was that we could get such 
an item in quantity at 25 or 35c 
each. 

Thus far, we have not been able 
to locate any maker of novelty 
items who keeps something like this 
in stock. 

Ken Brown 

Parker Advertising, Saginaw, 

Mich. 


Cut Filing System 


e I have a cut filing problem that 
has been pretty hard to solve. Each 
year we engrave about 485,000 
square inches, and it’s become al- 
most impossible to file any given cut 
and still find it when we need it. At 
the present time, the cuts are 
matched with tearsheets and then 
filed in drawers by classification. 
We are now redesigning our files 
so that the cuts can be filed by the 
running date and the paper. Since 
new files are expensive, we would 
like to have any information about 
filing techniques. We want to keep 
initial costs to a minimum, yet a 
good system would prevent our en- 
graving costs from skyrocketing. 
RUDOLPH JOHNSON 
Prod. Mgr., Joske’s of Texas, San 
Antonio 


Giving Away Products 


e As manufacturers of the most 
popular boat trailer line, we believe 
our products would appeal to tv 
give-away show contestants and 
audiences. 

Our problem is how to get our 
products on these shows. Do you 
have information available which 
will enable us to contact the proper 
agencies or network people who 
control the selection and handling 
of show prizes? 

JAMES A. WoopBURN 

Sales Megr., Mastercraft Trailers 

Inc., Middletown, Conn. 


* FINE PRINTING | 
WEDDING 


ANNOUNCE MENTE 4 
OUR SPECIALTY 
as 


“Can you handle a rush job?’’ 


With always-current, 
Colorific-indexed 
catalogs in Heinn 
Loose-Leaf Binders, 
salesmen and dealers 

find three-second 
answers instead of 
fumbling for 
information. They 
free their minds 
for creative selling 
— new sales 
arguments, market- 
ing suggestions, 
new tie-ins with other products. Your 
sales go up and selling costs drop in relation to volume. 


Nearly 90% of sales executives contacted in a recent survey 
said that Heinn Loose-Leaf Binders had helped their salesmen 
and dealers. Such help invariably 


opens the way to creative selling 
. . . SO you can close more sales! 


Sales-haskioned Heinn Loose-leaf Binders make your 


salesmen more productive, keep your product messages 
before dealers between sales calls, reduce order 
correspondence and impress your trade. Thou- 

sands of sales executives know these 

facts because they're Heinn cus- 

tomers. You can learn the 

sales-making Heinn 

plan by mailing 

this coupon: 


ot 


o* 
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o* «at Copyright 1957, by 
The Heinn Company, Milwaukee 
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NAZ-DAR 


rey} 
SCREEN 
PROCESS 
Le 


If your in-store P-O-P promotions 
help dealers to increase sales in 
several departments, rather than the 
single shelf or counter displaying 
your own products, your chances ot 
placing important P-O-P material 
go up tremendously! 







For the finest in silk screened 
over-wire banners, streamers, displays, 
and counter cards, be sure to mention 
NAZ-DAR Screen Process Inks by 
mame on your purchase orders. 
These quality screen process inks print 


rich, eye-catching colors . . . give 
you perfect color matching on 
reruns scheduled months apart. . . dry 


in seconds enabling your screen 
processor to deliver rush jobs on time 


Specify NAZ-DAR 7500 Series 
Fast-Dry Gloss Inks or J-D Series 
Ultra Fast-Dry Flat Finish Poster 
Colors for the kind of P-O-P material 
that really sells on sight! 


FREE COLOR CARDS 


Write for two 7500 and 5500 Series 

Color Cards. Keep one of each at your 

desk and give the others to your silk 

screen printer. You'll have a_ perfect 

color reference for all your silk screen 
display jobs. 


Consult your silk screen 
printer for helpful 
suggestions. 





THE NAZ-DAR COMPANY 


461 Milwaukee Ave. + Chicago 10, Ill. 
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I SOLVED It 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTs will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Clever Overlay Technique 
Aids Color Separations 


While I was preparing a six-page, 
three-color catalog on Pearl Jewel- 
ry, I ran into a problem on the 
separation of our two-color duo- 
tones from black and white prints. 

Previously, I had made _ these 
separations on the offset negatives 
sent to me by the printer. However 
when these were reduced they were 
very difficult to opaque and I found 
we were jeopardizing close register, 
reshooting spoiled negatives from 
handling, and worst of all, we were 
having to do this to the same photo 
year after year if the size were 
changed in the slightest. 

So this year I took the original 
8x10” retouched photos and placed 
sheets of clear acetate (workable) 
over them. Using white paint, I then 
opaqued out the pearls on the over- 
lay in perfect register. 

When the printer made his duo- 
tones, he shot one negative with 
the overlay in position and the du- 
plicate negative removing the over- 
lay showing the pearls. 

We obtained a perfect drop-out 

the halftones were in exact 
register with no handwork on the 
negatives and now we could use the 
same photo again in any size with- 
out new opaquing necessary (except 
for silhouetting, of course). 
SEYMouR WASSERMAN 
Seymour Charles Advertising, 


Union, N.J. 


Gets Top-Notch Help 
On Temporary Basis 


How does a company get top- 


notch personnel — especially tech- 
nical illustrators — on a temporary 
basis? 


That was the dilemma facing us 
when a big, annual commitment 
rolled around requiring the work of 
six top men for at least ten days. 

It was true there were plenty of 
good men around, but they were 
firmly employed and the remainder 


of the field had been combed dry by 
various other designing companies. 

Not wanting to risk calling in a 
competitor, we tried newspaper ad- 
vertisements offering part-time 
work with no set hours, as the fol- 
lowing: 

“Publication Draftsmen and Tech- 
nical illustrators. Part time work, 
your home, your hours. Send sam- 
ple, resume to P.A. Times Box 
4418.” 

The response was so excellent that 
in no time at all we had selected 
qualified illustrators who could 
guarantee at least 20 hours per 
week! 

We now maintain these people on 
a special register and keep the 
availabilities up-to-date for future 
emergencies. 

J. HARRIGAN 

J. Harrigan’s Art Service, Menlo 

Park, Cal. 





‘Whale of a Mailer’ Aids 
Pale, Stale, Ale Sales 


When we planned our annual 
promotion this year for our novelty 
holiday package, “Olde Frothing- 
slosh Pale Stale Ale,” we were faced 
with the problem of getting our 
sales story and display material in 
solid with the dealer without send- 
ing a “live-action” salesman. 

The solution was the creation of 
a large, broadside mailer which 
contained a colorful explanation of 
the background and sales points of 
Olde Frothingslosh on one side, and 
a p. o. p. display layout on the 
other for use as a wall-hanger. 

This combination mailer was evi- 
dently successful because Olde 





*“Calcofluor’s ‘Glow-White’ made our 
Clinoptikon booklets bright and sparkling!” 


—-SAYS MR. R. C. NAJARIAN, ADVERTISING MANAGER, SCHERING CORPORATION, BLOOMFIELD, N. J. 


Sd mel Lb ae hg) 


“Extreme whiteness was a special requirement for our Clinoptikon series because we wanted the 


booklets to have an appearance of clinical cleanness that would be inviting to the professional 
reader. The CALCOFLUOR-treated stock which was selected gave the clean look we wanted, and 


also helped us to obtain bright. crisp color reproduction of the anatomic illustrations.” 


And you, too, can achieve the same brilliant results! Just specify papers 
that contain the “GLow-WHITE’ touch of CALCOFLUOR* fluorescent dye. 
These *whiter-than-white” papers provide maximum contrast between 
blacks and whites...sharpen halftone details...improve print legibility. 


For a clean, crisp job with a quality look and real self-selling power 
use a CALCOFLUOR-treated stock for 
Catalogs * Annual Reports ¢* Sales Literature * Manuals 
Business Cards * Folders and Greeting Cards * Programs * Books 
Pamphlets * Labels * Packages * Letterheads * Business Forms 
Let your own eye prove the difference! Ask your paper jobber for 
samples, or write to Cyanamid. 


*Trademark 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 
New York + Chicago - Boston + Philadelphia 
Charlotte - Providence - Atlanta - Los Angeles 
Portland, Oregon 


North American Cyanamid Limited - Dyes Department 
Montreal and Toronto 


CALC ble) 3% 
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"IDEA NO. 110 
DOLE Does It Again! 


Here’s a shelf-talker that really 
“paddles its own canoe”! Joint idea 
of HAL GRISWOLD, ad mgr. for 
HAWAIIAN PINEAPPLE CO., 
LTD., of San Francisco, and BOB 
BACH, a.e. in N. W. AYER’sS. F. 
office. Colorful litho work and die- 
cutting handled by JIM BARRY, 
veep of the JAMES H. BARRY 
CO., S. F. lithographer. Result: a 
unique, two-sided shelf piece that 
goes up with the aid of two “‘spots”’ 
of inch-wide KLEEN-STIK. Sales- 
man or dealer merely peels off back- 
ing, presses into place, and presto — 
the message hits the eye from both 


directions! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. ideas 


er CR ee 


Versatile Self-Sticking Adhesive! 


f _ame 
IDEA NO. 111 
Recipe for Popularity : 


To speed distribution of recipes and 
other literature, follow the formula 
of the AMERICAN SHEEP PRO- 
DUCERS COUNCIL, of Denver: 
Take a colorful, appetizing replica 
of the product; season well with an 
ingenious die-cut-and-fold design by 
IRENE FRAGAS, of the Council’s 
agency, BOTSFORD, CONSTAN- 
TINE & GARDNER, San Fran- 
cisco; blend in a neat reproduction 
job on stiff card stock by 
STECHER-TRAUNG LITHO 
CORDP., also S. F., under the watch- 
ful eye of BUD APMAN;; then top 
it off with a strip of moistureless, 
self-stickin?’ KLEEN-STIK on the 
back! 


See your regular printer, lith- 
ographer, or silk screen 
printer for more _ business- 
building KLEEN-STIK ideas 
...or write on your letterhead 
for our free ‘‘Idea-of-the- 


Month”. 
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tas By Gary acme 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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Frothingslosh, for 
males,” 
success. 


“pale, stale 
was once again a holiday 


Pau. L. BeHers 
Asst. Ad Mgr., Pittsburgh Brew- 
ing Co. 


Uses Photostat Blow-Ups 
For Booth Display Signs 


We were faced with the problem 
of preparing booth display signs for 
a trade show in two weeks, and 
without adequate funds. 

We achieved speed and savings 
by having glossy photostat blow-ups 
made from repro proofs of our 
product brochure. To make them 
stand out we had them blown-up to 
as much as 500% and mounted the 
positives on red poster board back- 
grounds, the negatives on yellow. 

Not only did we have a har- 
monious series of professional type- 
face signs, but we achieved an 
estimated savings of about $250. 

BERNARD POMERANTZ 

Advertising Dept., Dolin Metal 

Products Inc., Brooklyn 


Sends Special Mailing 
To Losing Contestants 


We noted with interest in your 
April issue, p. 16, a letter from F. D. 
Doerr, Glendale, Cal. with refer- 
ence to notifying contestants of re- 
sults of prize drawings and con- 
tests. 

Our solution to the problem of 
the cost of handling notification is a 
“Special Prize Certificate” entitling 
the contestant to a special discount 
on a choice of our home-workshop 
tools. 

We have used this on three oc- 
casions during the past two years, 
and in each case, the certificate 
drew sufficient response to pay for 
the cost of notifying the contestants 
the results of the drawing. 

As an aid to the dealer in this 
plan, we give the recipient a chance 
to name his dealer on the back of 
the certificate. This also helps avoid 
any dealer objections on our deal- 
ing directly with the consumer. 

G. A. THOMA 

Asst. Sales Pro. Mgr., Thor Pow- 

er Tool Co., Aurora, IIl. 


Finds Faster Method 
For Photo-Montage Art 


“Production artists hate’ — the 
constant headache of joining photos 
together without the visible paste- 
up or joint-line showing in repro- 
duction. 

I've found it easier if I placed a 
sheet of clear acetate, tightly 
mounted, over the assembled photos, 


and proceed to work directly over 
the originals. 

In many cases, the photos can be 
used for other purposes afterwards 
as all retouching can be removed by 
simply removing the acetate. 

Incidentally, this also produces 
sharper copy as there is no image 
loss from repeated copying. How- 
ever, photos have to be mounted 
flat, without curly edges, and to 
protect the tender airbrushing, we 
often cover the finished work with 
another sheet of thin, clear acetate 
to avoid rubbed marks showing. 

This is also an excellent method 
of retouching the “untouchable” or 
priceless photograph which is un- 
suitable for reproduction without 
some accents. 

STANLEY W. LEcowIk 

Director, Grafic Arts Studios, 

Great Falls, Mont. 


Ingenious Booth Display 
Solves Space Problem 


Limited to a four-by-four booth 
space at the N.C. State Fair, we 
decided to make it a show-stopper 
by going up instead of out, with a 
10-foot high microphone. 

Since it was constructed by us 
from plastic-coated screen wire, 
plywood and angle iron, the cost 
was less than $100. Realism was 
aided by spraying the “holes” found 
in a real mike with india ink 
through a frisket and an RCA label 
that was a portion of a decal se- 
cured from the local dealer. 

The result was a_ tremendous 
booth in a very small space at 
small-space rates — since there is 
no charge for the height of a booth 
— and it brought us one of the most 
successful attendance records we 
have had in our 30 years of exhibit- 
ing at the N.C. State Fair. 

Worth WHITE 

Director of Promotion, WPTF 

Radio Co., Raleigh, N.C. 


New art director! 





METHING WONDERFUL 
PPENS when you print, by 


method, on Beckett 


White. Type looks sharper 
. blacks look blacker... 


ites look whiter ... colors 


k deeper toned . . . finest 
ails of the original artwork 
preserved. The paper itself 
startlingly white, but with a 
eate undertone, producing 
pr the first time in a sheet of 
»er—the effect of whiteness 
h warmth. For further details 
put this extraordinary sheet 


paper, please turn the page. 





THE INDIAN 


The color photo on the face of this 
insert appeared originally in the bi- 
monthly publication, “Oklahoma To- 
day’, and is reproduced here with 
permission. It is a photo of Little Face, 
a 92-year-old Cheyenne, who, as a nine- 
year-old in the main Indian camp, 
witnessed the Battle of Little Big Horn 
climaxed by General Custer’s famous 
“last stand’’. Little Face is one of more 
than 120,000 Indians representing 63 
tribes in Oklahoma—more than in all 
the other states combined. 


Extraordinary! 
Whiteness with Warmth! 


The instant impression made by Beckett Hi-White is one of dramatic, 
beautiful brightness. Yet it has a roseate undertone which produces— 
for the first time in a sheet of paper—the effect of whiteness with warmth. 
Beckett Hi- White is equally suitable for printing by any method— 
letterpress, offset, gravure. It is available in all standard basis weights and 
sizes. In addition to Smooth Vellum, used here, Beckett Hi- White 
is furnished in a variety of fancy finishes. 
To provide a companion cover stock, Hi-White Buckeye Cover 


has been added to our famous cover paper line. 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


THIS Is BECKETT HI-WHITE, sMOOTH VELLUM FINISH, 100 LB. 





Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described 


SEPTEMBER 


7-10 . . . Mail Advertising Service Assn. 
Intl., Washington. 

9-12 ... New York Premium Show. 
9-13 . . . Society of Photographic Scien- 
tists and Engineers, Berkeley Carteret Ho- 
tel, Asbury Park, N. J. 

11-13 ... Direct Mail Advertising Assn. 
Inc., Sheraton Park Hotel, Washington. 
11-14... National Assn. of  Photo- 
Lithographers, Chase Park Plaza, St. 
Louis. 

18-21 ...JInternational Typographic 
Composition Assn., Hotel President, Kan- 
sas City, Mo. 

22-25 . . . 2nd Annual Newspaper ROP 
Conference, Sheraton Hotel, Chicago. 
26-28 ... National Flexible Packaging 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 

29-Oct. 2 Packaging Machinery 
Manufacturers Institute Inc., The Cloister, 
Sea Island, Ga. 


OCTOBER 


4-9 .. . Society of Motion Picture & TV 
Engineers, Philadelphia. 

9-12 .. . Advertising Typographers Assn. 
of America Inc., Mark Hopkins Hotel, San 
Francisco. 

13-16 . . . National Automatic Merchan- 
dising Assn., Cincinnati. 

14-16... American Photoengravers 
Assn., Bellevue-Stratford, Philadelphia. 
26-29 . . . Stationery Show of New York. 
26-30 . . . Screen Process Printing Assn., 
Sheraton-Cadillac Hotel, Detroit. 

28-30 ... Packaging Institute, Hotel 
Statler, New York. 

NOVEMBER 


5-7 ...Canadian National Packaging 
Exposition, Automotive Building, Canadi- 
an National Exhibition, Toronto. 

10-14 .. . Outdoor Advertising Assn. of 
America Inc., Jung Hotel, New Orleans. 
17-21 . . . Eighth Plastics Exposition, 
International Amphitheatre, Chicago. 
18-20 .. . Advertising Essentials Show, 
Hotel Statler, New York. 

18-20 ... Public Relations Society of 
America, Sheraton Hotel, Philadelphia. 


Our budget was rather slim. . . 
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SIZE: 8’ x 32’ 


by kn 
TRIPLE-§ 

Blue Stamps 

EAS 


4’ CIRCLE 
Americas Foremost Sign Makers 
ARE THE CHOICE OF NATIONAL ADVERTISERS 
Because They Last Lounger 


GRACE Signs are silk screen processed on steel or aluminum. Finishes are baked enamel and 
reflectorized if desired. All paint enamels used are made to GRACE specifications. This means a 


quality control that tells in the service life of the sign. Our 40 years of sign making is your guaran- 
tee of superior signs. 


WE DESIGN YOUR SIGN IF YOU WISH 
Color sketch ill be glad! bmitted, 
olor sketches wi e giadly submi ee 


no obligations. Just let us know. 


Yorieny LET US HAVE 
ss ee ee 8 
| SIZE: 4’x8’ | 


High Nitrogen Fertilizers | 


YOUR INQUIRY 


SEND FOR FREE CATALOG IN COLOR 


GRACE SIGN & MFG. CO. 3601 S. 2nd ST., ST. LOUIS 18, MO. 








Exact power needs for your display 


SV INCH OL” 


DISPLAY MOTORS 
*. ‘Workhorse of, the industry 


Depend on Synchron for economical P.O.P. sales 
power — quality-built by Hansen — TOPS IN POP! 


UL AND CSA 
APPROVED 


Synchron ‘30"’ Super Hi-Torque 


Specially built timing motor for 
short run displays — turntables, 
action signs, all POP motion. 
Guaranteed torque 30 in. oz. at 
1 RPM. Easily adapted for special 
display movements. 


Synchron 20” Hi-Torque 


Standard timing motor for long 
run display jobs — action signs, 
turntables, display wheels, etc. 
Easily adapted to special display 
movements. Guaranteed torque 20 
in. oz. at 1 RPM. 


wy) 


HANSEN MANUFACTURING CO., INC. : 
* 
e ie 
Princeton 11, Indiana — 
for free engineering assistance and more Synchron facts, write or call today! 
Hansen Representatives The Fromm Co., 5150 W. Madison St., Chicago, IIl.; Winslow Electric, 123 E. 37th 


St., New York, N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, Calif.; H. C. Johnson Agencies, 
Inc., Rochester, Buffalo, Syracuse, Binghamton and Schenectady, New York. 
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Something for Nothing ! 


VALUABLE ADVERTISING SPACE IS THERE... 


GET IT FREE with the NEW MAGIC MEDIUM 
HOLLYWOOD 


Loge Distlay 
DRAPES 


Discover the visually dynamic 
approach used in achieving 
attention-compelling impact with 
space that has never before been 
utilized to its fullest potential. 
Hollywood Logo Display Drapes 
fit everywhere (even into small 
budgets) nothing else is so flexi- 
ble...so versatile...so easy to 
use. Save money by eliminating 
professional display men... you 
“do it yourself”! 


The Perfect Way to Glamorize Your 
Name... Trademark ... Product... at 
Trade Shows, Fairs, Sales Meetings... 
in Window Displays, Showrooms, Stores. 
Ideal for backdrops, drapes, covers, even 
jackets! Dry cleanable...Flameproof! 


sketch of your name or trademark 


oF { 
| ie 1 
FREE! Let us submit color 1 | | F h 
VI IM 


for fabric design. No obligation! | ye | * 


ae 
Send for FREE Idea Booklet w: 


ale’ yO) & 


on logo Drape Usages ; | hy 
HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street . New York 16, N. Y. ° TELEPHONE: OR 9-4790 


for all your presentation needs . . . 


ARLINGTON 5S Way 
PRESENTATION EASEL 


Pep up your presentations with this modern lightweight aluminum easel 
Rigid — it is supported by four legs, will not wobble 


Portable — it folds down to 29” x 40” x 2” with no screws or attachments 
to get lost 


Arlington's Easel is 72” high and features a chalkboard 29” x 40”... 
weighs 15 Ibs. Perfect for . . . 


@ Paper Pad Presentations @ Blockboard Chalktalks 
@ Flip Chart Presentations @ Card Chart Speeches 
@ Point-of-Purchase Posters 


84250 Complete with auick-change pad holder 
Order today — free literature available 


ARLINGTON ALUMINUM CO. 


19001 DAVISON ° DETROIT 23, MICHIGAN 
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Printers’ & Lithographers’ Self-Advertising 

6th annual, sponsored by Printing In- 
dustry of America Inc., 5728 Connecti- 
cut Av., NW, Washington 15, and Mil- 
ler Printing Machinery Co., 1117 Reeds- 
dale St., Pittsburgh 33. Covers adver- 
tising programs of letterpress, litho- 
graphic, gravure, silk screen and allied 
process printers completed between 
Sept. 28, 1956 and closing date. 

Closes September 13, 1957 


A.B.C. Educational Awards 


First annual, sponsored by Audit Bureau 
of Circulations, 123 N. Wacker Dr., Chi- 
cago 6. Open to A.B.C. publisher mem- 
bers who through effective promotion of 
their publications broaden advertiser 
and reader understanding of A.B.C.’s 
service. Eligible are advertisements and 
or editorials published between Oct. 1, 
1956 and Sept. 30, 1957. 

Closes October 1, 1957 


Aerosol Package Design 

6th annual, sponsored by Chemical Spe- 
cialties Manufacturers Assn., Aerosol 
Awards Committee, 50 E. 41st St.. Neu 
York 17. Open to any aerosol brand 
owner or marketer. Awards to be based 
on general sales and shelf appeal of 
the complete push-button package. 

Closes October 15, 1957 


Home Selling Merchandising Programs 
Sponsored by “Practical Builder.” 5 S. 
Wabash Av., Chicago 3. Open to any- 
one in the home building business, with 
plaques to advertising agancies that han- 
dle winning programs. 

Closes November 30, 1957 


Changeable Sign Installations 
Sponsored by Wagner Sign Service Inc 
218 S. Hoyne, Chicago. Covers sign in 
stallations using Wagner changeable let 
ters and mounting equipment. Open to 
sign companies and their employes. 
Prizes to be awarded for best photos of 
signs; also for best statements on how 
Wagner products increased business for 
sign company or its customer. Prizes 
will be 5% higher for entries received 
before October 1, 1957. 
Closes February 21, 1958 


It’s so hush-hush, even he doesn't 
know what he’s designing. 





ART TEXTURES 


.»»Fast! 
... Effective! 
.»» Economical! 


CRAF-TONE a new, better, more eco- 
nomical adhesive-backed Shading Sheet! With Craf-Tone 
you can choose from more than 291 graduated tones, tints 
and patterns. Never before has a selection of Benday and 
Specialty patterns been manufactured and arranged in proper 
shading sequence in 15 distinct categories. Processed on 
thin-gauge Matt-finish acetate—Craf-Tone eliminates GLARE 
and insures sharper, cleaner reproduction. Available in 
black, reverse (white) and colored patterns. Everyone's first 
choice for quickly shading art work for newspaper, direct 
mail, posters, maps, graphs, technical drawings and silk 
screen process work. 


CRAF-TYPE a quality, time-saving, 
money-saving aid for artists, designers, draftsmen, map 
and chart makers, layout and production men! Alphabets 
... Numerals .. . Symbols . . . in every popular style and 
type size! On transparent, Matt-finish (NO GLARE) self- 
adhering acetate sheets! For smash headlines, for curving 
type. It eliminates expensive typesetting and lettering. 
Designed for every conceivable use and effect! 


CRAFT-COLOR Truly wonderful colors 


... $0 easy to apply! Transparent, waxed-back solid color 
sheets .. . for making brilliant, impressive layouts, poster 
effects, package designs, mechanical illustrations, maps and 
sale charts. These thin-gauge, self-adhering acetate sheets 
are available in 35 brilliant colors. 


Illustration prepared by famous 
French artist, on Craftint Double- 
tone Drawing Paper, using Craf- 
Tone pattern overlays. 


F as e e 5 Craftint offers you a brand new, 


complete Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids for all Graphic 
Arts. Send for your free copy today. Also available is our 
free 160-page, No. 46 Catalogue listing complete artists 
materials. 


y Mp, 


oe , 
- atau 
/ THE eatin 7 arsine co. 


NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue . Cleveland 10, Ohio 
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Outdoor 
Displays 


Of Special 
Css) a 

stem 

Me a 


AUTOMOTIVE 
PETROLEUM 
Lan a>) 

FOOD 


* FLAG PENNANTS 


In drill-cloth, paper, polyethylene or plastic 
impregnated cloth. Printed or plain. Many 
colors. 


. WINDOW 
DISPLAY 
LETTERS 


Heavy paper cutout letters and numbers faced 
with fluorescent. Sizes: 9’° and 20’. Any as- 
sortment. 


* VERTICAL POLE DISPLAYS 


2-way. Fit any size pole. Out- 
door cloth printed in Day-Glo. 
3-ft. x 6-ft. Eight stock mes- 
sages. 


> BIG LETTER-BANNERS 


REE SOs 


We form your message with 13” x 19’ cloth 
letters, and sew on ropes ready to hang. Reg- 
ular or Day-Glo. 


y PROPELLER 
PENNANTS 


Ten 17” plastic spinners in 5 colors strung on 
40 ft. wire ready to hang. Twirl in slightest 
breeze. 


> STICK-ON POSTERETTES 


KIWANIS RODEO 


For auto bumpers, windows, showcases, ap- 
pliances. Self-adhesive. Made of paper, alumi- 
num or plastic. 


* CUSTOM-MADE DISPLAYS 


From your sketch we'll develop and produce 
alrnost any outdoor display in paper, cloth or 
r-lastic. 


» FREE DISPLAY CATALOG 


Shows these and other display items made 
and sold by Pratt. Write now for your copy. 


The Pratt Poster Co. 


PEG aes ee me 
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for ADMEN 


® The Television Commercial, by 
Harry Wayne McMahan, revised and 
enlarged edition, Hastings House, 
223 pages, $6.50... As far as an ad- 
vertiser is concerned, the most lav- 
ish and most expensive production 
is only a means of attracting an 
audience to the few seconds devoted 
to the commercial. In a short time, 
the commercial must hold its audi- 
ence, tell its story, make its point, 
and leave a pleasant memory be- 
hind. 

Mr. McMahan has brought his 
earlier book up to date, increasing 
the number of illustrations, and 
adding several new chapters. He has 
retained the practical approach and 
the easy style of the 1954 book, but 
added to the valuable information. 
Especially useful for the tyro in 
buying, writing, or directing tv 
commercials, this book will give 
many a veteran a new idea. 


@ Printers’ Arithmetic, by F. C. 
Avis, Philosophical Library, New 
York, 148 pages, $4.75. If you 
want a home instruction course in 
the arithmetic of the composing 
room, or how to figure how much 
space a given amount of copy will 
take, or how much copy you can 
get into a given face, this little man- 
ual is the answer. It gives detailed 
instructions, examples and _ prob- 
lems on all the facets of copy cast- 
ing. 


© Catalogue of Films, by American 
Marketing Assn., Chicago, 50c (25c 
to AMA members) ... This is a list 
of film titles, along with sources, of 
motion pictures and filmstrips in the 
general field of marketing. Alto- 
gether 120 titles are included. Since 
the films have not been previewed, 
no opinions about their relative 
worth have been included. 


@® Handbook of Broadcasting, by 
Waldo Abbot & Richard L. Rider, 
McGraw-Hill Book Co., 330 West 
42d St., New York 36, 531 pages, 
$8.75 . . . The fourth edition of a 
well-liked textbook that’s been in 
use for over twenty years, this 
handbook contains some drastic re- 
visions. 

While omitting nothing that is of 
value to the student of radio, ap- 
proximately 50% of the entire text 
is now devoted to television. Specif- 


ic changes in this edition include 
the replacement of a recorded ef- 
fects section for the old manual 
sound effects material, the collab- 
oration of Richard Rider, Super- 
visor of Television and Motion Pic- 
tures at the University of Illinois 
on a discussion of writing material 
for television, and a vast expansion 
in the photographic material used 
to illustrate the textbook. 
Containing all the _ essentials 
needed by beginning students in 
radio and/or television, this last 
edition is of value to those who 
have the other editions also, since 
all four editions of the Handbook 
of Broadcasting present a _ history 
of air-borne communications 
through the past twenty years. 


© The Advertising Business and its 
Career Apportunities, by the Amer- 
ican Assn. of Advertising Agencies, 
420 Lexington Av., New York, 17 
pages, 10c ... How many times have 
you been asked, by a student or 
some job seeker, just what were 
the opportunities in advertising? 
And did you fumble for an answer? 

This handy booklet presents, in 
simple language, the attractions of 
advertising as a career, the role of 
advertising in our economy, the jobs 
available, and how to get started. 
It is useful to have in your desk 
drawer to give youngsters who 
come to you for advice, to pass out 
when you are called upon to ex- 
plain advertising as a career to 
school groups, service clubs, or 
others. 


® Graphic Arts Procedures, by R. 
Randolph Karch, American Tech- 
nical Society, Chicago, 384 pages, 
$4.50... . In 15 “How To” chapters, 
this book takes the student and the 
beginner through the entire printing 
process, with examples, _illustra- 
tions, and self-testing quizzes at the 
end of each chapter. While brief, 
the book is relatively complete in 
the topics it covers. 

New developments, however, 
could be handled more effectively. 
There is one chapter on “How the 
Graphic Arts Have Progressed,” in 
which most of the new develop- 
ments are concentrated. However, 
the casual reader may miss these 
references as he skims through an 
earlier chapter on a single subject. 
For example, in the chapter on 
typesetting, the only reference to 
the new photo-composition tech- 
niques is a page of pictures of the 
Fotosetter. In the chapter on later 
developments, descriptions are giv- 
en of the Linofilm, the Photon, and 
others, but here the Fotosetter is 
omitted. 
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Sunoco Display in 5 Colors 
Size: 42” x 20” 


PLASTIC DISPLAYS 
ye NV EToltoer 


FACTORY emommeene CON FILTRO 


a 


OO RR 








Bs Sondaak 
|ENGINEERED, BUILT, INSPECTED BY CHRYSLER CORPORATION . 
Chrysler Corporation Display 
Printed in 4 Colors 

Size: 20” x 12” 














VERDADERO SABOR 
10JO! CAJETILLA MARAVILE 

Philip Morris Display in 4 Colors 

Size: 9” x 13” 






a ae 
START YOUR WALLITE RANGE-TO-TABLE SET TODAY AT THIS BIG SAVING b 3 


Wearever — | 
Printed in 5 Colors OLDEN 
Size: 22” x 12 ( | 
|[rans]2 lastix 


Plastic displays did a fine sales job for these outstanding advertisers because 

they are printed in glorious full color process. Became part of window, ESSO 
NOT an unsightly appendage. So novel...so new...so valuable looking it received 

instant dealer acceptance because the clear see-thru plastic does not block out EXTRA 
daylight or obscure merchandise inside the window or store. USES...For stores, on | 
windows, doors and inside walls...as a mobile or a shelf-talker...on merchandise, 

attached to appliances to sell at P.0.P....for gasoline pumps and outdoor truck _ — 1° sca 
signs (our plastic is absolutely weatherproof). EXCLUSIVE FEATURES OF TRANSPLASTIX...Other types of plastic signs 

are unsightly because they wrinkle. This clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial 
copy illustrated perfectly. Sizes up to 40”x54”. Quantities from 200 to a million. ECONOMY... Instead of planning an 

old fashioned display with expensive mounting and shipping cartons, you can buy a Transplastix 

for less money, rolled in a tube and delivered with lower mailing cost. ullman 


Write for information: S Tavure, 


319 McKIBBIN STREET, BROOKLYN 6, N. Y.* HYACINTH 7-3700 
A division of The Ullman Company, Inc... Established 1888 
FOREMOST PRINTERS: IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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ct to change” 


If your catalogs, directories or lists of any kind require 
periodic revisions because of specification, price and 
other important changes — FLEXOPRINT is for you! 

With FLEXOPRINT, you don’t pay or wait for expen- 
sive typesetting. Changes are made right in your own 
office on replaceable cards which fit conveniently in 
FLEXOPRINT Panels—ready for immediate photograph- 
ing. Equally important, no galley or page proofs are 
needed with FLEXOPRINT. 

Learn how a catalog publisher cut his production 
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calls for FLEXOPRINT 


costs 50% with FLEXOPRINT. Write for FREE booklet 
CH1039, to Room 1941, 315 Fourth Avenue, New 
York 10, New York. 

See all the advantages of FLEXOPRINT as presented 
in a specially prepared film, “This Is Flexoprint.” Con- 
tact your local Remington Rand office. A showing will 
be arranged to suit your convenience. 


Remington. F®arad. 


DIVISION OF SPERRY RAND CORPORATION 





dwertising Requirements 


the 
story 


A Saturday Evening Post 


executive tells the background 
0 f of this year’s major campaign. 


THE INFLUENTIAL 


By Peter E. Schruth 

Vice president and 

executive advertising director 
The Saturday Evening Post 
Philadelphia 


For several weeks prior to May 
21, advertising men in New York, 
Chicago, Detroit and other impor- 
tant metropolitan areas were ask- 
ing each other “Who Is The Influ- 
ential?” Their curiosity had been 
whetted to a high degree by one 
of the most provocative teaser 
campaigns in advertising history. 

The cryptic statement, “The In- 
fluential Is Coming,” together with 
a mysterious figure in silhouette, 
appeared in full page newspaper 
advertisements, business paper ad- 
vertising, car cards, direct mail 
pieces, taxi signs and a wide variety 
of match books, table tents and 
back-bar signs. 

On Tuesday, May 21, the secret 
was revealed in dramatic double- 
page newspaper advertisements in 
major market areas entitled “The 
Influential Has Arrived — and so 
has a dramatic new concept of mass 
media buying!” The spread reported 
the highlights of a major new study 
by Alfred Politz Research Inc., in- 
Teaser Poster . . . Initiated campaign. cluding the fact that 8 out of 10 
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readers of the Saturday Evening 
Post are “Post Influentials’” who like 


and approve of the advertising and 
editorial content of the Post and 
who recommend or talk about the 
Post to their friends, neighbors and 
business associates. 


> What is the full story behind this 
remarkable program? 

Because the Politz findings were 
so different and explored and doc- 
umented a new dimension in the 
field of media research, we had to 
solve the problem of how to match 
this dramatic new research with 
dramatic new promotion. If we pre- 
sented our new study in the usual 
fashion, many advertising people 
might well miss the unique aspects 
of the research. How could we best 
translate the Politz findings into an 
advertising campaign that would 
generate interest and excitement? 


> Dennis Perkins, our manager of 
general promotion and head of our 
creative department, began to de- 
velop a campaign to announce the 
Politz study and a sales presenta- 
tion to dramatize the importance 
of the “Post Influential” to adver- 
tisers. “Such a challenge was a pro- 
motion man’s dream,” recalls Mr. 
Perkins. “From the very beginning, 
we felt that the news of the Politz 
study if properly presented, would 
shake all of the ‘Madison Avenues’ 
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in America . . . and change a good 
deal of conventional thinking.” 

Shortly, Mr. Perkins presented a 
comprehensive campaign to top Post 
and Curtis management. Labeled 
“Operation I (Influential) — Day,” 
the ambitious program called for 
something big and dramatic to hap- 
pen every day for a full three weeks 
and centered upon a prominently 
silhouetted figure representing the 
Influential. The climax of the pro- 
gram was to be on I-Day, May 21. 

The campiagn centered around 
large-space newspaper advertise- 
ments dominated by the silhouette. 
This silhouette was used in all 
aspects of the campaign to personify 
the millions of “Post Influentials” 
and to lend a desired touch of 
mystery to the promotion. The only 
copy in any of the large-space ad- 
vertisements was the stark an- 
nouncement, “The Influential Is 
Coming.” There was no explanation 

. no signature. Some of the big 
advertisements posed the question 
soon to be on everyone’s lips, “Who 
Is The Influential?” 

The campaign was literally “sat- 
uration” in concept. So thoroughly 
was the promotion planned that an 
advertising man in major cities, 
whether he was traveling, working, 
commuting, dining, or at home, 
could not possibly escape an almost 
continuous barrage of visual im- 
pressions of The Influential. 


mat a 
nage 


<< 


Multiple Media . . . The teaser campaign 
was continued with car cards, taxi cards, 
and direct mail pieces sent by airmail 
from Paris and Madrid. 


e Car cards announcing the coming 
of The Influential appeared in rail- 
way commuter stations and trains 
on lines heavily patronized by ad- 
vertising people. 


@ Massive posters loomed in the 
principal transportation terminals 
and smaller cards in the back seats 
of taxi cabs caught the eye. 


@ Especially-designed table tents, 
match books, coasters and back bar 
signs were placed in the restaurants 
and bars frequented by advertising 
men on Madison Avenue and Mich- 
igan Avenue. 


@ The basic newspaper advertise- 
ments also were scheduled in The 
Playbill, the famous theatrical 
magazine-program' distributed in 
New York’s theaters. It is believed 
that this marked the first time this 
particular magazine had ever been 
used for media promotion. 


>’ An especially provocative note 
was provided by several pieces of 
direct mail. The program called for 
a folder depicting a Parisian scene 
and stating, “The Influential Is 
Coming” to be mailed from Paris 
by air to 15,000 top executives. A 
similar folder, picturing a gay Span- 
ish scene and carrying the same 
message, would be mailed by air 
from Madrid one week later to the 





COMING 


Teaser Items 
coasters 


Posters, bar cards, 
and matches were placed in 
strategic spots to arouse interest. Space 


reps blossomed out with the tie on |-day. 


same executives. Another mailing 
piece was designed to reach the 
same key men and women on I- 
Day, May 21. A fourth piece was 
to be mailed shortly after I-Day. 

The proposed campaign was cli- 
maxed by a double-page spread to 
be placed in a number of leading 
newspapers on I-Day. This pro- 
claimed the arrival of the Influ- 
ential and revealed the significant 
findings from the Politz study. 

Morton Bailey, the Post’s adver- 
tising director, and John L. Naylor, 
sales manager, immediately agreed 
that this was a campaign which 
would create quick interest in the 
study and would eventually spot- 
light the study’s main findings for 
advertisers. 


> Details for a 
were 


“crash program” 
immediately worked out. 
Thomas F. Bright, advertising man- 
ager, teamed up with the Post’s 
agency, Batten, Barton, Durstine & 
Osborn Inc., for their guidance on 
how to best carry out the news- 
paper, business paper and publicity 
phase of the program to its last 
detail. 

A BBDO task force was headed 
by General Manager Charles Brow- 
er, Media Director Fred Barrett, 
Account Executives Clifford Sutter 
and Michael Griggs, Copy Super- 
visor Lenn Wright, and Art Direc- 
tor John Lynch. Mr. Perkins and 
four of the Post’s top copywriters 
— Robert DeP. Brown, Herbert 
Ehrlich, David L. Eynon and Robert 
Ralske — set to work full time on 
the direct mail and promotion mate- 
rial for the Post’s 100-man sales 
force. Art Director Vincent E. Hoff- 
man supervised a large team of de- 


signers and artists who began to 
turn out a flood of material. 


> BBDO engaged space in the 
Roosevelt Hotel in New York 
where all space advertising could 
be finished in complete secrecy. 
Only a handful of people knew 
what was happening behind the 
locked doors of Suite 933. All req- 
uisitions for space to BBDO’s media 
department were signed with a code 
name. And all space orders were 
actually placed by BBDO’s Pitts- 
burgh office to prevent anyone 
from learning the true identity of 
the client behind the mysterious in- 
fluential ads. 

Lights burned late into many 
nights in the Post’s Independence 
Square offices and at BBDO’s se- 
cret headquarters at the Roosevelt. 
Some Post staffers worked as many 
as twenty hours at a stretch. Rep- 
resentatives of the Post and BBDO 
traveled incessantly between New 
York and Philadelphia to supervise 
every detail of this history-making 
program. Certain offices at the Post 
became “off limits” to all but a 
dozen or so people. Closets that had 
never been locked before were now 
placed under lock-and-key. We be- 
came experts at cloak-and-dagger 
security measures! 


>» Of course, there was good reason 


for the precautions. Absolute se- 
crecy was imperative if the quar- 
ter-of-a-million dollar teaser cam- 
paign was to be completely effec- 
tive. One verified leak of informa- 
tion would seriously detract from 
the campaign’s climax. 


The two folders to be mailed 
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THINK HARD, 


back from Paris and Madrid were 
printed in the United States. These 
were inserted in air mail envelopes 
which were addressed to key ad- 
vertising executives. The first group 
was then shipped in bulk to repre- 
sentatives in Paris; the second 
group to representatives in Madrid. 
Both pieces were mailed back to 
the United States on a carefully ar- 
ranged schedule to be delivered to 
agency and advertising executives 
coast to coast. 

Beginning with the first ad on 
“I-Day Minus 14,” interest mounted 
quickly. Advertising people began 
to ask each other at an increasing 
rate, “Who Is The Influential?” Ad- 
vertising columnists in principal 
newspapers devoted more and more 
space to the Influential and began 
making a variety of guesses as to 
the identity of the Influential and 
to the organization placing the ad- 
vertisements. 


> We revealed part of the program 
to Wallach’s, well-known chain of 
men’s stores in New York, and they 
were quick to see the promotional 
advantages of tying in with the 
Post’s announcement spread on 
May 21st. Wallach’s enthusiastically 
agreed and prepared a large adver- 
tisement to run in leading New 
York newspapers on the page fol- 
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lowing the Post’s spread revealing 
the identity of the Influential. 

The Wallach’s advertisement, 
captioned, “It Turns Out The In- 
fluential Is An Old Friend,’ her- 
alded the arrival of the Influential 
and commented that Wallach’s was 
indebted to just such men and wom- 
en for its own success. Carson 
Pirie Scott & Co., noted Chicago 
department store, prepared a simi- 
lar ad which appeared in Chicago 
newspapers. 


> Speculation on the identity of the 
Influential became the order of the 
day. Many stated with great con- 
viction that it was the title of a new 
movie. Others said, “a new book.” 
Still others reported with authority 
that it was a new men’s clothing 
store. Certain “well-informed” in- 
dividuals stated they knew it was a 
brand new magazine, soon to be 
published. Curtis executives were 
especially amused when the Influ- 
ential was identified as evangelist 
Billy Graham who, incidentally, was 
scheduled to open his crusade in 
New York at that time. 

At the height of speculation, a 
haunting calypso—sung in the fash- 
ion of a Trinidad balladier — was 
heard. While the song was new, the 
title echoed a common question, 


“Who Is The Influential?” 


The Secret is Out . |-Day saw the 
story told in newspaper ads, direct mail, 
cigaret lighters, drinking glasses, table 
tents and a_ special cartoon booklet. 


A few days before the identity of 
the Influential was announced, cer- 
tain prominent executives received 
an unexpected and mysterious tele- 
phone call. They answered their 
telephone, discovered they were 
talking to a young lady who identi- 
fied herself as “Yvonne” and who 
spoke with a captivating French 
accent. After a few moments con- 
versation, the mysterious’ voice 
asked if the executive called was 
not, indeed, the Influential. 


> “Influential Day” — May 21 — 
began with the spreads in major 
newspapers. The teaser match 
books, table tents and signs that 
said “The Influential Is Coming” 
were replaced with ones identifying 
“The Post Influential.” Young men 
dressed in the fashion of newsboys 
carried traditional magazine bags 
which read “The Influential Is Here” 
and distributed Influential souvenirs 
on New York’s celebrated Madison 
Avenue. Representatives of the 
Post, each wearing a tie which fea- 
tured the now famous silhouetted 
figure of the Influential, called on 
advertisers and their agencies to 
explain the exciting new concept of 
influence. 

There was an immediate follow- 
up program. Full-page advertise- 
ments appeared on a_ frequent 





© tedoy 1 demovement The Sotwdey Eremng Post her come up ah tome ard another opening se0r The intivento 
thang wove been groping for, for years A pithy memorable nome» 


Gens Be the kind of man who not only appreciates fine clothes ond though 2) probably you 
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schedule in leading newspapers to 
report on the importance of the 
“Post Influential” to advertisers. 
The mysterious male silhouette no 
longer walked alone in the adver- 
tisements — he was joined by a 
trim, feminine silhouette. This un- 
derscored the fact that there are 
just as many women who are “Post 
Influentials” as there are men. 


> Representatives of the Post began 
showing a unique slide-film presen- 
tation to advertisers and_ their 
agencies. This presentation, super- 
vised by Dennis Perkins and pro- 
duced by The Chartmakers Inc., 
also broke fresh ground in media 
promotion. Depicting the results of 
the Politz study and explaining the 
importance of The Influential, the 
film was produced in full-color. The 
sound track was recorded in stereo- 
phonic sound and the film was pro- 
pected by special anamorphic-lens 
equipment on a wide screen. It is 
believed that this is the first time 
that stereophonic sound and the 
wide-screen technique have been 
successfully combined for a media 
presentation. 


> Several direct mail pieces were 
sent to thousands of key advertising 
men and women. One, which took 
the form of a pocket-sized diction- 


turns out the {influential | is an old friend! 


pedevial Mes gregarious ache mobile — very much 
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THE POST 
INFLUENTIAL? 


As a key person in the 
advertising business, you Il 
be interested in the details 

the NFLUENTIA! on 
pages 56 and 57 of this issue 


bes 


ary defined the new concept of in- 
fluence and briefly summarized the 
qualities of “Post Influentials.” 

Another was entitled “Some Peo- 
ple Are Different” and dramatically 
demonstrated that certain men and 
women, because of special interests 
and activities, are far better pros- 
pects for goods and services, and 
could be sold through advertising 
in the Post. This folder reported 
additional findings and _ illustrated 
them in humorous fashion. 


> The Post has not forgotten to tell 
its readers about the results of the 
new survey. A double page spread 
in the June 8th issue entitled, “The 
Wonderful Things We Know About 
You” identified the Post reader in 
his own mind as a “Post Influen- 
tial.’ The message drew a memor- 
able picture in words of the typical 
Post reader — young (average 
age, 34); gregarious (member of a 
country club, social club or fra- 
ternal order); active (a _ traveler, 
sports-minded, a theater-goer); in- 
formed (well-educated, articulate). 
Similar messages in the Post will 
report on different aspects of the 
Politz study the rest of the year. 


> There is no question that the I- 
Day campaign has done just what 
we hope it would do. Now, three 


Post Promotion . Tie-in advertising 
in New York and Chicago, marked copies 
of the Post to key executives, and 
business paper ads extended coverage. 


Have you ever 
had a whispering 
campaign 
work for you? 


PETA Ted Wy Soll the Post fi ineueNtiaL 
. -the mass market of active influence 


months later, what are the results 
from The Influential campaign? 
They have far exceeded even our 
optomistic hopes. Advertisers and 
agencies have shown strong interest 
in this important concept. The In- 
fluential has become a common 
topic of discussion wherever adver- 
tising men congregate. A number 
of leading advertisers including 
Motorola, American Rayon Insti- 
tute, American Viscose, Owens 
Boats, have tied The Post Influen- 
tial into their own merchandising 
campaigns. 

However, the success of the In- 
fluential campaign can best be 
measured by the fact that linage in 
The Saturday Evening Post for the 
third quarter of this year is up 25 
pages compared to the same period 
in 1956 and advertising revenue is 
up correspondingly. 

We have big plans for The Influ- 
ential in the future. A continuous 
series of big advertisements in The 
New York Times, The New York 
Herald Tribune, The Wall Street 
Journal, The Chicago Tribune, and 
The Detroit Free Press, together 
with insertions in advertising trade 
magazines, will explain the many 
facets of the “Post Influential” and 
why these millions of men and wo- 
men are of great importance to ad- 
vertisers. 
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What’s the ideal 
business gift 
at Christmas ? 


ZIPPO because it will give you... 


ASSURANCE that a world-famous 
Zippo will be well received . : ; 

ZIPPO MANUFACTURING CO. 
INSURANCE that a Zippo will always Dept. AR 329. Bradford, Pa. 


work, or W ” LD i ‘ee . : . . 
e'll fix it fre Please give me full information about business 


INFLUENCE through the frequency gift Zippos. 
of impression your trademark engraved 

on a Zippo will receive over a period Name 

of years 


...any wonder Zippo has been the favor- = 
ite business gift at Christmas for years? 


Address 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont 
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CHRISTMAS 


In its fifth annual report, AR takes a penetrating look at the Christmas gift 


IN SEPTEMBER 


the use of 


CHRISTMAS 
GIFTS 


in business 








buying habits of American business—what companies give, how much they 


Christmas gift giving by busi- 
ness is increasing steadily, accord- 
ing to the reports made to AR in 
its annual survey of the Christmas 
habits of American corporations. 

While the same percentage of 
companies reported giving gifts — 
about 64% — the respondents in- 
dicated that, on the whole, they 
were spending more money, either 
because of giving more gifts or be- 
cause of spending more money on 
each gift. The figure of 64% ob- 
tained this year compares with 62, 
60 and 68% reported in the previous 
three surveys. 

However, 47% of the respondents 
reported that they had spent more 
money in 1956 than they had in 
1955. Only 21° spent less money, 
while 32% kept within the same 
budget the last two years. When 
asked whether they had increased 
the number or the cost of gifts, ex- 
actly 50% indicated that they had 
upped their standards, against 22% 
who reported a cutting down and 
28% who remained at the same 
level of activity. 


> Its hard to 
Christmas gift 


about 
since the 


generalize 
habits, 


spend, what they like and dislike as gifts and who does the selection. 


range, in all respects, is tremendous. 
There are the companies who will 
have nothing to do with the prac- 
tice, neither giving nor permitting 
their employes to receive, and there 
are those who have become very 
elaborate in their practices. 

AR, in its questionnaire, asked 
companies to indicate the number 
of gifts they sent out, as well as 
the average cost. In numbers, they 
ranged from the Pittsburgh manu- 
facturer who reported sending out 
just one gift, costing $12, to the 
manufacturer whose Christmas list 
included 42,000 names, each of 
whom got a gift costing $1.90. 

In total amount, the average 
company spent nearly $2,000 for 
Christmas gifts, but as in other 
figures, there was a wide variation, 
with the Christmas gift budget 
ranging from a low of $12 to a high 
of $80,000. This does not include 
cash bonuses to employes, or do- 
nations to charities, establishing 
scholarships, or other contributions 
in lieu of gifts. 


> Most companies keep one eye on 
the calendar, and do their Christmas 
shopping early. Returns this year 
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indicate that 9° make up their 
minds by the end of July. By Au- 
gust this figure reaches 17%, by 
September 31%, in October it passes 
the midway mark, with 57% having 
made up their minds. The largest 
single group, however, 31°, waits 
until November to select its gifts, 
and 12% vacillate until December. 
The actual orders come a little later, 
of course. 


> Of all the firms reporting, 45° 
said that their average gift was in 
the $5-10 range, while 27% fell be- 
tween $10 and $25. An additional 
4% spent $25 or more per gift. Only 
one-third indicated that they spent 
less than $5 for their average gift. 
Most lavish givers seemed to be 
the smaller companies. Those with 
50 or fewer employes had 80°% in the 
$5 or better categories, against only 
43°%, of the firms whose payrolls in- 
cluded more than 500. 


> Gift-giving, 
more 


it seems, is getting 
individual. This year’s re- 
spondents are apparently spending 
more time on proper selection than 
did last year’s. Only 32% of the 
companies picked out one item and 
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Have your name, firm name, 
or product name imprinted on 
Listo Marking Pencils. Your cus- 
tomers and prospects appreciate 
Listo Marking Pencils because 
Listo makes a clear, bold mark on 
any surface. And the imprinted 
Listo Marking Pencil your cus- 
tomer uses constantly reminds 
him of you... your firm... your 
products. The imprinted Listo 
you give costs less than 25¢/. 


REFILLS in 
black, red, 
blue, yellow, 
green and white 


Ask your advertising specialty 
jobber for quantity prices 


LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 


i 
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How to Make Your Gift Outstanding 


Here, from the Institute for Mo- 
tivational Research, are six sug- 
gestions to make your Christmas 
gift psychologically correct. Busi- 
ness gifts labor under two handi- 
caps, the Institute points out. They 
have become routinized and they 
carry an aura of suspicion and 
doubt about their motives and 
their obligations. 

To be effective, they must over- 
come these two handicaps, must 
convey the notion that the giver is 
genuinely concerned and that his 
friendliness is unselfish. 

The Institute suggests that se- 
lecting a gift from one of these six 
categories, taking into account the 
personal characteristics of the re- 
cipient, may help make your gift 


more effective and memorable. 


1. Reach for a Wider Horizon... 
Find a gift which adds novelty to 
the recipient’s life, which enlarges 
his horizon and _ interests. Ex- 
ample: 12 bottles of fine French 
wine and a monograph on wine ap- 


preciation. 


2. Add Morality to Your Gift . 


Neutralize the implication of brib- 


ery by choosing something pur- 


chased from an acceptable welfare 


sent it to everybody on their list. 
This compares with 42% last year. 
But like last year, the bigger the 
company, the less likely it is to pre- 
pare individual gift lists. However, 
there is no doubt, from a scanning 
of some of the comments sent in, 
that individuality in gift selection is 
the major factor in making a gift 
most appreciated. 

This may even be more important 
in creating good will than the cost 
of the gift. As a small advertising 
agency in Los Angeles says, “Our 
clients seem to appreciate the gifts 
we select carefully even though they 
are not expensive.” The vice-presi- 
dent of a service company in Kan- 
sas City, in response to the ques- 
tion about the item he appreciated 
the most, replied: “None showed 
any consideration, except one per- 
son who gave a monogrammed set 
of glasses. Very nice.” 

The p.r. director of a Greensboro, 
N.C., life insurance agency writes, 
“Now aiming toward more personal 
gifts for employes, even though cost 


handicrafts 
bought from the Lighthouse for 
the Blind. 


group. Example: 


3. Give Your Gift a Sense of Dis- 
covery . . . Give the impression 
that you have gone out of your 
way to find something special. Ex- 
ample: a new kind of coffee ma- 


chine not yet widely distributed. 


4. Gifts With a Difference... 
Similar to the last category, the 


thought and_ consideration are 


more important than the cost of 
the gift. Try departing, even if 


slightly, from the routine. Ex- 


ample: Give a goose instead of a 


turkey. 


5. Don’t Be Afraid to be Cultural 

- Cultural gifts are especially 
rood where intimate gifts would be 
out of order, but completely im- 
personal gifts would be equally in- 


appropriate. Example: unusual 


phonograph records, fine books. 


6. Make Your Gift Personal .. . 
Not the routine “personal” gifts 
like lighters, wallets, but gifts that 
meet a specific personal need of 
the recipient. Example: An inter- 
esting doorbell for the new home- 


owner. 


is sometimes less. No gifts whatso- 
ever to outside business.” 


>In asking respondents to name 
the executives who participated in 
the various decisions that had to 
be made in the process of getting 
gifts selected and sent out, the sur- 
vey showed no surprising results. 
About half of the men involved in 
selecting the type of gift were com- 
pany presidents, or other front of- 
fice people. Advertising managers 
and sales managers made up the 
other half. In many firms, of course, 
these positions are combined, and 
in still others, decisions are made 
on a group basis. 

Selection of the specific item 
broke up in about the same ratio. 
When it came to selecting the sup- 
plier and placing the order, the 
front office played a less important 
role, and the advertising manager 
took over increasing responsibility. 
More companies, however, charged 
the gift program to the sales de- 
partment. In larger companies, of 





Christmas Gifts Your 


From you to your customer . . . a Christmas gift that 
builds lasting good will. And there’s nothing more ap- 
propriate than gleaming silver! It reflects prestige and 
distinction . . . is proudly ornamental as well as useful 


... something to be treasured with lasting and pleasant thoughts 
of those who gave it. 


To say “Merry Christmas” with perfect taste, The International 
Silver Company offers the greatest variety of items and prices in 
the industry . . . precious sterling, silverplate and stainless steel 
which may be personalized with appropriate engraving if desired. 

Shown above are a few impressive gift suggestions from our 
complete selection. For additional information, see your favorite 
silverware dealer or write today . . . there is no obligation. 


Customers Remember 


A. 
B 
c 
D. 
E 
F 
G 
H 


1. 
J. 


. Relish Set, Silverplate 


Cheese and Snack Set, 


Silverplate $ 2.95 


$ 3.85 
$ 3.95 


$ 4.50 


. Candy or Mint Dish, 


Silverplate 


6-pc. Place Setting, 
Stainless Steel 


. Ash Tray, Sterling Silver $ 5.50 
. Compote — Candlestick, 


Sterling Silver $10.95 


$ 6.00 
Silverplate $ 6.98 
2-pc. Salad Serving Set 
and Bowl, Stainless Steel $ 9.95 
Man's 2-pc. Comb and 
Brush Set, Stainless Steel $ 9.95 


. Letter Opener, 


Sterling Silver 


. 5-pe. Hostess Set, 


. Round Tray, Silverplate 
. Cocktail Server, 


“7 22 27 © 22 TF 


Paul Revere Bowl, 
Silverplate 
Oval Serving Dish, 
Silverplate 


$10.95 


$11.00 
$11.00 


$10.00 
$15.00 


$16.50 
$17.50 


$24.95 
$29.95 


$39.95 


Silverplate and Crystal 


. Bon Bon Shell Dish, 


Silverplate 


. Executive Ash Tray, 


Sterling Silver 
Cigarette Box, Silverplate 


. 16-pc. Starter Set, 


Stainless Steel 

Chafing Dish, Silverplate 
Table Chef, 

Stainless Steel 


All retail prices include Federal Tax where applicable. 


Special Gifts Division 


The International Silver Company, Meriden, Conn. 
Gentlemen: | am interested in the following for corporation 


Christmas gifts: 
[] Sterling Silver. 


NAME 
EE 
CITY 


C) Silverplate. 


[_] Stainless Steel. 


STATE 


ZONE 
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Ceramic 
Electric Teapot 


Boils water in 21/2 min- 
utes for 5 cups coffee 
or tea . . . 10 demi- 
tasse cups. 71/2” tall. 
White ceramic in mail- 
$4.95 ea. 


Roast Holder 


Sturdy man’s fork for 
holding hams, roasts, 
large birds. 5% x 
7%". Gift Boxed. 
$3.25 lots of 100. 


Safety 
Tri-Color 
Flashlight 


Chrome 2 bat- 
tery flashlight 
has 3 colors and 
3 extra bulbs. 
Off-On switch, fo- 
cus switch, dial to 
change colors. $2.97 
lots of 100, batteries 
,included. 


“Bee Hive’’ 
Lighter-Ash Tray 


Top half cigarette light- 
er; bottom a chrome 
metal topped ash tray. 
Clear lacquered wood 
base. 31/." dia. $3.95 
lots of 100. 


Oriental Letter Opener 


Exotic design mahogany han- 
die and sheath letter open- 
er with 6° finely polished 
steel blade. $2 lots of 100. 
Gift boxed. 


Prices Include Your Ad Imprint 
Gift Boxed with Greeting Card 


| 
I 
| 
| 
| 
| 
| 
| 
| 
J 


Please send us your free 
1957-58 Business Gift Catalog 
i alte allie 
Firm Name___ 

a seis 
City SS ee 


Please have your nearest job- 
ber call on me promptly [_]. 


ADVERTISERS 


PUBLISHING COMPANY 


944 WALL...ANN ARBOR, MICH. 
PUBLICITY PARK PRODUCTS 


32 + ar + September 1957 


Gifts People Like — and Dislike! 


In our survey, AR asked respondents to look back at the gifts they had re- 
ceived the previous season, and to indicate the gift they received which 
they appreciated most, and the one which was least appreciated. The re- 
sults show how much personal reactions enter into the matter. And since 
this was obviously limited to gifts actually received, this is not “the gift I 


would like most to get.” 


Most Appreciated 
Items for use at home 
Books or magazines 
Luggage, including attache cases 
Gift certificates 
Electric appliances 
Sets of glassware 
Clothing 

Travel clocks 
Barometers 

Steak knives 

Portable radio 
Phonograph records 
Electric razor 


Most Appreciated (but listed 
as least appreciated by a few) 
Liquor 

Food 

Donations to charity 


course, presidents and their imme- 
diate staff played a much less im- 
portant role. 


> Gifts are being sent both to the 
office and to home addresses. Near- 
ly 50% of all donors indicated that 
they used office addresses, while 
25% sent gifts to homes only. The 
remainder used both. This increas- 
ing tendency to send gifts home may 
be due to the trend towards more 
gifts for the home or the family. 
Probably an isolated case is the bit- 
ter experience reported by the Phil- 
adelphia p.r. agency director, who 
checked “office” as his answer, and 
added, “Never again. Found one 
man intercepted stuff, rewrapped it 
and gave in his own name.” 


> What do people like to get as gifts? 
This is a big question, one that 
puzzles most corporate givers, and 
one which has no simple answer. 
People’s preferences are as varied 
as people themselves. The most 
common single category mentioned 
as most appreciated was something 
for the home. Among the office 
items that were mentioned most fre- 
quently was a desk set. (But note: 
desk accessories are not in the 
same category as desk sets!) 

As usual, liquor fell in both cate- 
gories: most appreciated and least 
appreciated. Food gifts fell in the 
same equivocal status. Some people 
liked them very much; others dis- 
liked them. 

Calendars led the list of gifts ap- 


This insert is a sample 


Least Appreciated (but most 
appreciated by a few) 
Ashtrays 

Wallets 

Cigaret lighters 

Playing cards 


Least Appreciated 
Calendars 

Desk accessories 
Gadgets 

Pens & pencils 

Bar accessories 
Candy 

Shaving lotion 

Desk clock 


Stationery 


preciated least. Some of the in- 
dividual comments hint at tragic 
stories lurking in the background: 


@ Cheap ashtrays — President, ad 
agency, New Orleans 


@ Daily record books — nuts! Who 
uses them? And I got five or six.— 
Vice president, Kansas City, Mo. 


@ Wrong brand of liquor — Sales 
rep., manufacturer, Chicago 

e Broken traveling clock — 
mgr., manufacturer, New York 


Ad. 


® Painting made by donor — Brand 
mgr., manufacturer, Dallas 


> This variability in personal pref- 
erences probably accounts for the 
increasing number of selective gift 
certificates. For the first time since 
AR has conducted its survey, these 
certificates have been mentioned 
among the most appreciated gifts. 

The Certif-A-Gift Co., Evanston, 
one of the leading gift certificate 
concerns, has indicated that women 
are continuing to make the bulk 
of the selections from the gifts of- 
fered. However, there is a tendency 
for men to have their way a little 
bit more than in the past. Items 
specifically for men and items that 
are reasonably associated with male 
interests or comforts showed a 
strong increase over previous years. 
The firm points out that it is in- 
creasing the number of men’s items 
it is listing this year. It still expects, 
however, the females to do the final 








Celebrities of the Ad Pages 
Few personalities are better known than the Schweppesman, Commander 
Edward Whitehead, and the man in the Hathaway shirt, Baron Wrangell. 
Unlike most celebrities who have achieved prominence through such conven- 
tional avenues as politics, sports and entertainment, Commander Whitehead 
and Baron Wrangell have become famous through the ad pages. Which 
proves, for something like the millionth time, the power of printed advertising. 


Wherever you find outstanding printed advertising, you're apt to find 


Oxford Papers. They are used by the best printers and lithographers. There 


are more than 25 grades from which to choose. If you'd like to know more 
about them, call your nearby Oxford Merchant or write our nearest office. 


OXFORD PAPER COMPANY 


OXFORD MIAMI PAPER COMPANY 


he, te eevws _ oe 7 wes 





() ctor’ P Papers 


bolo Cul Soles 


OXFORD 





230 Park Avenue, New York 17 * 35 East Wacker Drive, Chicago 1 oe Ra 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 






ate 


This insert is a sample 
of the offset results 


Nation-wide Service 
Through Oxford Merchants 


Albany, N.Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 


you can gef on 


W. H. Smith Paper Corp. 
Henley Paper Co. 

" Wyant & Sons Paper Co. 

Carter Rice Storrs & Bement 

. The Mudge Paper Co. 

" Wilcox- Walter-Furlong Paper Co. 
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OXFORD PAPER COMPANY 


OXFORD MIAMI PAPER COMPANY 


















W;: SCAR TEXT is a brilliant white, opaque offset paper 
in vellum finish permitting fine gradations of tone from white 
to solid black. It reproduces details of line drawings, half- 
tones and color process illustrations with distinctive fidelity. 
Wescar Text is a de luxe offset sheet meeting the most exacting 
standards for printing results and press performance. 


WESCAR OFFSET and RANGELEY OFFSET (companion grades manu- 
factured at the West Carrollton and Rumford mills, respectively) are 
bright, white papers of high opacity, exceptional strength and ink 
receptivity. They have excellent bond and are free from lint and fuzz. 
Designed to insure maximum performance at high speeds, they are 
recommended for fine reproduction of halftones and multicolor process 
work. Wescar and Rangeley Offsets, white, are available in both regular 
(smooth) and vellum finish. Wescar Offset, vellum finish, is also available 
in eight distinctive tints — ivory, canary, French gray, tan, green, blue, 
pink and golden yellow. 


WESCAR SATIN PLATE OFFSET is @ film-coated (pigmented) paper of 
high brightness and opacity with a dull satin finish. Designed for black 
and white or multicolor offset printing, it gives soft, pleasing results in 
clear detail through a maximum range of tone gradations. 


TWO VALUABLE AIDS: (/) 7he OxFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 








OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17 & 35 East Wacker Drive, Chicago 1 


Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chicago, II. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa . 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C 


Grand Rapids, Mich. . 


Hartford, Conn. 


High Point, N. C. 
Indianapolis, Ind. . 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 


Manchester, N. H. 
Memphis, Tenn. . 
Milwaukee, Wis. 


Minneapolis, Minn. . 
Nashville, Tenn. 
Newark, N. J. 

New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. 
Rochester, N. Y. . 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. ; 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 
Washington, D. C. 
Worcester, Mass. 
York, Pa 





Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 
Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 
The Johnston Paper Co. 
The Whitaker Paper Co. 
The Cleveland Paper Co. 
. Graham Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 
Carpenter Paper Co. 
Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 
Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co. 
C. H. Robinson Co. 
: Louisville Paper Co 
Allman- Christiansen Paper Co 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
7 Graham Paper Co 
Bulkley, Dunton & Co., Inc 
Carter Rice Storrs & Bement 
Graham Paper Co. 
. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 
The Whitaker Paper Co. 
Blake, Moffitt & Towne 
gS ee Western Paper Co. 
Carter Rice Storrs & Bement 
Atlantic Paper Co. 
W ilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Brubaker Paper Co. 
General Paper Corp. 
C. H. Robinson Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Bermingh am & Prosser Co 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffit & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


MEMBER 
19th Annual Forum 
Oct. 28, 29, 30, 1957 
Hotel Statler 
New York C 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 

















picking, but hopes that inclusion of 
a few more fishing reels and the 
like may bolster the man’s ego 
somewhat. 


> But all of this is dodging the basic 
question on the value and desirabil- 
ity of corporate gift giving. Com- 
ments on this point varied all the 
way from the flat statement from 
the advertising manager of an 
Atlanta retail store: “This company 


forbids receiving gifts of any kind 
at any time. Penalty for violation: 
dismissal!” to the comment of the 
Culver City, Cal., advertising man- 
ager who said “The use of novel 
and useful, low-cost gifts at Christ- 
mas has proven to be an excellent 
good will builder for us over the 
years. Letters of appreciation and a 
definite increase in orders through 
January and February attest to this. 
A gift, we feel, is a small token of 


When You Pick Your Own Gift... 


One way of finding out what people like to get as gifts is to let them make their 
own selection. Certif-A-Gift Co., Evanston, sends out, on behalf of its clients, gift 
catalogs from which recipients may choose any one of a dozen or so items. Each 
catalog is limited to a single price range. Here, as a guide to what has proved 
wanted, is a summary of the selections made in 1956. Only those items which were 


selected by at least 5% are included. 


The $4.85 Group 
Coffee Service (Spanish Import) 18.1% 


Pen & Pencil Set (Sheaffer) 11.7 
Indoor-Outdoor Thermometer 

(Taylor) 11.3 
Singing Tea Kettle (West 

Bend) 9.8 
Cherrywood Salad Bowls 

(Woodpeckerware) 8.5 
Kitchen Electric Clock (Ses- 

sions) 7.1 
Tile Food Warmer (Duncan 

Hines) 6.3 
Galleried Tole Tray (Nash) 5.6 
Colony Pitcher (Fostoria) 5.2 
The $7.45 Group 
Travel Robe & Case (Troy) 15.6% 
Picnic Jug (Thermos) 15.3 
Gourmet Condiment Set (Wood- 

peckerware) 12.9 
Duracale Sheets (Fieldcrest) 11.8 
Ice Crusher (Swing-A-Way) 9.3 
Electric Alarm Clock (Sessions) 9.3 
Hawkeye Camera (Kodak) 5.5 
Three Compartment Serving Dish 

(Swedish Import) 5.2 


The $9.80 Group 
Electric Knife Sharpener 


(Standard) 14.9% 
Holiday Camera (Kodak) 14.7 
Bathroom Scale (Hanson) 12.9 
Electric Time-All (Intermatic) 10.1 
Decorator’s Clock (Sessions) 9.1 
Cabinet Can-Opener (Swing- A- 

Way) 7.8 
Electric Corn Popper (Domin- 

ion) 7.6 
Adapta-bowl (Munising) 6.7 
The $12.30 Group 
Snorkel Pen Set (Sheaffer) 16.9% 
Cherrywood Salad Set (Wood- 

peckerware) 11.4 
Brass Planter (Planters Inc.) 11.1 
Electric Clock Timer (Inter- 

matic) 9.5 
Crystal Cordial Set (Royal 

Leerdam) vot 


Carving Board (Burns Strauss) 7.6 


Pewter Cigaret Lighter & Urn 


(Hanle Debler) . 73 
Ny-O-Lite Spinning Reel 
(Waltco) - 6.1 


The $14.60 Group 


Steam & Dry Iron (Dominion) _ 19.3% 
Chafing Dish (Globe) 16.3 
Duracale Sheets (Fieldcrest) 15.5 
Decorator’s Brass Wall Clock 


(Oxford) 12.4 
Bullseye Camera (Kodak) 6.9 
Carving Set (Solingen) 6.1 
Double Serving Dish (Kensing- 

ton) 5.4 


The $19.45 Group 
Electric Coffee Maker (Domin- 


ion) 20.0% 
Electric Fry Skillet (Dominion) 19.8 
Electric Shaver (Norelco) 14.9 
Barbecue Brazier (Goodwin) 9.1 
Portable Mixer (Steam-O- 

Matic) 7.9 
Blanket (Springfield) 7.7 
Pewter Pitcher (Dutch Import) 5.8 
Pendant Barometer (Taylor) 5.8 


The $22.40 Group 


Electric Drill Kit (Cummins) 23.4% 
Electric Pressure Cooker (Presto) 15.2 
Stainless Steel Service (Robeson) 11.6 
Colonial Bedspread (Fieldcrest) 9.8 


Wilshire Barometer (Taylor) 6.2 
Brass Decorators Wastebasket 
(H. G. Seiden) 5.9 


The $49.50 Group 


Royalty Blankets (Springfield) 19.6% 
Hooded Barbeque Brazier 


(Goodwin) 16.2 
Gold Watch (Longines 

Wittnauer) 12.8 
Movie Camera (Kodak) 11.1 


Magic Touch Lamp (Aladdin) _ 8.5 
Pewter Tea & Coffee Service 


(Royal Holland) 6.8 
Attache Case (Dopp) 6.1 
Solingen Flatware Service 

(Fraser-Serena) 5.9 


Ice Caddy Barrel Cart (Santiq) 5.1 











REAL SILVER DOLLAR GIFTS 


will increase in value 
with the years. 






















































PAPER WEIGHT 


A stunning and useful desk accessory and 
collectors item of clear, hand-cut lucite 


embedded with mint-perfect 1921 silver 
each. Special quantity 


dollar. $4.95 ppd. 


prices. 






















SHOT GLASS 


A conversation-creating lucite shot glass 
with mint-perfect 1921 silver dollar em 
bedded in stem. $5.95 ppd. each. Special 
quantity prices. 
Complete mailing services available. 
Write for prices and other gift 


suggestions. 
Dept. AR-97 
Hubbard Woods Sta. 


Peddler's Cart Winnetka, Ill. 


R.0.P. Tabulation Chart ¥ 


Fast, simple system for checking } 

returns from advs. and mailings. 5 
Quickly reveals desired information. J 
Provides for: 
@ Cost record of production, space, } 

addressing, postage, etc. fs 
@ Paste-in of sample or proof. tS 
®@ Media name, issue date and key. 


@ Spotting inquiries by states; extra & 
space for heavy returns. + 


@ Index tabs in right margin. 


Printed on heavy paper; punched 
for standard 12" x 9°' 3-ring binder. 


Less than 3c each* 


Write for FREE full-size sample. 
HENRY B. GOODMAN 


P.O. Box 1616, New London, Conn 


joo +4? + +4-4 + $+ 4-4 
seeneen Tt 
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appreciation to our accounts who 
have given us their loyal patronage 
— and would be conspicuous by its 
absence.” 

Here are other 
cluded in the survey: 


comments in- 


e Have experienced good results. 
Old customers extend appreciation 
and reopen accounts and occasion- 
ally buy more. Prospects are usual- 
ly surprised and flattered. They be- 
come more aware of our services 
and have more confidence. — Gen. 
mgr., retailer, New York. 


e It’s a darn nuisance; it’s expen- 
sive; it’s almost embarrassing. But 
we're all caught in the net!—Ad 
agency, New York. 


¢ Looking for the unusual gift is a 
problem. Unusual in design and 
novel in purpose, but practical. — 
Ad. mgr., ad agency, Boston. 


@ Wonderful idea — should be 
adopted by more firms! If gifts are 
selected properly they tend to make 
a merrier Christmas, but nothing is 
worse than sending out cheap or 
useless gadgets. — PR dir., sales & 
service, Chicago. 


@ No disturbing reactions are evi- 
dent by discontinuing our gift giv- 
ing, a practice of 20 years here. It’s 
now a dead issue. — Ad. mgr.,man- 
ufacturer, Toledo. 


e It’s a pleasure. — PR director, 
hospital, Brooklyn, N.Y. 


e Excellent results obtained far 
outweigh the cost. — Sales mgr., 
manufacturer, Malverne, N.Y. 


@ Only should be used for loyal, 
good customers who pay invoices on 
time and cause us as little trouble 
as possible. — Ad. mgr., wholesaler, 
Des Moines, Ia. 


@ We gambled and drastically cut 
our list by size and price of gifts. 
We are still in business so I guess 
this Christmas bribery can come to 
a screeching halt. On the other 
hand, we are still amazed that CBS, 
NBC and other huge companies 
where we spend a lot of money 
came through with nothing or the 
equal of almost nothing. — PR dir., 
ad agency, Chicago. 


e Be very happy to discontinue 
practice. We do not like to receive 
gifts. Ours are not appreciated. — 
Ad mgr., wholesaler, Chicago. 


@ Wish we could skip this in all 
ways. — Ad. & asst. sales megr., 
manufacturer, Attleboro, Mass. 


e A few gifts distributed to key 
personnel and p.r. executives 
create team support for our com- 
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pany and its services. — Sales mgr., 
ad agency, Rutherford, N.J. 


® Do not believe Christmas gifts 
are a justifiable business expense. 
It approaches bribery and certainly 
indebtedness. We discourage em- 
ployes from accepting gifts, particu- 
larly in the purchasing department. 
— Ad. mgr., manufacturer, Little 
Rock, Ark. 


® It is worth while when adequate- 
ly controlled and directed to key 
personnel; important good-will- 
wise to the giver. — Ad. mgr., man- 
ufacturer, Pottstown, Pa. 


@ Wish we could do without it, but 
the competitive situation seems to 
make it a necessity. — Adv. mgr., 
manufacturer, Oklahoma City. 


® We’re for it. It offers the best op- 
portunity to say “thanks” to our 
customers and employes. — Sales 
mgr., manufacturer, Derby, Conn. 


® Like to get them, hate to give 
them; appreciate the problem in- 
volved. Once started it is a snowball 
that will hurt somebody’s feelings if 
stopped rolling. — Ad. mgr. & buy- 
er, life insurance co., Toronto. 


eI am surprised at the limited 
number of thank you notes I re- 
ceived from clients gifted. Though 
a few mentioned the gift personally, 
I actually received only eight notes. 
— Ad agency, Baltimore. 


® We used AR’s gift issue; re- 
sponded to an ad. — PR dir, 
agency, Chicago. 


o Christmas Suggestions . . . 
An 

S«. Selected Gifts 

=, For You to Choose 


Nobody else can make your selec- 
tion of Christmas gifts for you. If 
our survey, and that taken by any- 
body else, has any meaning, it is 
that Christmas giving should be 
personal. It should reflect the giver 
as well as the recipient. 

Part of the fun of giving is the 
search for just the right gift, the one 
item that will bring credit on the 
company that is giving it, and at the 
same time, pleasure and satisfaction 
to the one who is receiving it. 

The items described here have 
been selected by AR’s editors, who 
have kept a Christmas eye peeled 
throughout the year, looking for the 
gift with a difference. The selection 
has been hard, for nobody can, or 
should, do choosing in the abstract. 


> We hope that many of our readers 
will find just the gift they have been 
looking for in this issue, or perhaps 
in the selections to be included in 
both October or November. Others 


The Toss-Master... 


may get a bright idea. In almost all 
cases, the companies listed have 
catalogs and offer related items, 
both more and less expensive than 
the ones we describe. 

Here is AR’s first list of sugges- 
tions. Happy hunting! 


YZ Is he a family man? Then the 
. eift that enhances his home ot 
pleases the entire family will please 


him. 


© Tropic Torch . . . Outdoor enter- 
taining takes on new glamor when 
it’s highlighted by the flame from 
this beautifully-styled torch. Flame 
burns on kerosene fuel with bright 
amber glow, torch itself is available 
in aluminum or anodized copper 
finish. Each unit comes complete 
with six-foot oak pole that is spear- 
pointed on “planting” end. Prices 


range from $4.95 to $6.95 retail. 


Beh Housewares Corp., 1150 Broad- 
way, New York 1 


® The Toss-Master A salad 
“show-piece” that will delight any 
host, since a simple turn of the 
handle sets the plastic globe to 
tossing the salad in a thoroughly 
spectacular spin. Available in satiny 
black or frosty white, the two-piece 
globe unlocks for easy serving. It 
sets in a gleaming copper-finished 
frame that also holds six individual 
serving bowls. Easy-serving tongs 
in the same sturdy Styrene plastic 
as the bowl complete the set. List 





7 
oe // MINA 
DN WEEK-AT-A-GLANCE 


a keeps your customers effectively reminded! 


- 6 


National Business Gift Surveys, conducted during the 
past three years by Sales Management magazine, prove 
that Nascon Week-At-A-Glance is the appointment and 
address book most preferred by business people. 

With your name or trade-mark reproduced on the cover, 
and one or more insert pages containing your promotion 
copy bound into the filler, these Nascon books will act as 
effective customer reminders at just the right time! 

In desk and pocket sizes, Eaton’s Nascon Week-At-A- 
Glance provides for a full week of appointments at a glance 
plus an indexed address section. 


Without obligation, send today for full details and a free copy 
of the folder entitled ““HOW YOU CAN PROMOTE SALES. ”’ 








-#zexs  NASCON PRODUCTS—SPECIALTY DIVISION 
Rap hare Division Eaton Paper Corporation 


475 FIFTH AVENUE NEW YORK 17, N. Y. 








Give them a 


y HOLIDAY 


Happiest choice of the season 


Here’s a merry message that’s a pleasure to send and sip. 
The very finest is always the highest compliment. 

But not always the costliest. For Hennessy’s delightful gift- 
packages come in a wide range of prices. 


ARMCHAIR SHOPPING SERVICE! Hennessy is available everywhere, but 
you can now send Hennessy Cognac as a gift to friends and business associates 
in 31 states. For complete information, write, wire or phone: Beverage Gift 
Service, Dept. H, City National Bank Bidg., Beverly Hills, Calif. CRestview 1-6286 


* * * 
f ey COGNAC BRANDY 
| 84 proof Schieffelin & Co., New York 
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price of the Toss-Master ranges 
from $10.95 for an individual set to 


$8.40 for quantity orders. 


Nue-Line Sales Mfg. Corp., 3046 
Glendale Bivd., Los Angeles 39 


© Framed Mixing Set . . . The pic- 
ture for a genial host in a six-piece 
bar-tool set that hangs above his 
bar in a natural oak frame. The dis- 
tinctive frame has a stainless-steel 
background and steel hangers for 
the tools. Mixing set consists of 
strainer, jigger, mixing spoon, cork 
screw, barknife, and bottle opener. 
All items that come in contact with 
alcohol are of stainless steel; han- 
dles are made of Formica. List price 
of set is $20 retail. Quantity prices 
are available. 


Parker-Gaines, 38-06 31st St., 
Long Island City 1, N.Y. 


® Old Mission Fruit Cakes ...A 
gift that brings your holiday spirit 
into his home. Every one of these 
Eonle lnprtnted Gol. Consult us on your fruit cakes is filled with cherries, 


: . raisins, pineapple, glace fruits, pe- 

loons are economical a otia tds cans and walnuts. Cakes are avail- 

vice, Fast Delivery, High « able in gold or dark dough and 

Quality. come packaged in a variety of dis- 
tinctive presentation cannisters. 
Prices depend upon size of cake 
and packages but range from $4.01 
to $10.46 per cake in minimum or- 
ders. 


salesmen — good will 
builders. 





California Old Mission Fruit Cake Co. 
810-81st Av., Oakland 21, Cal. 


® Portable Roto-Spit ... A battery- 
driven spit that cooks your barbecue 
specialty to a golden turn by slow- 
ly rotating it over the grill. Clamps 
and stand enable the Roto-Spit to 
be used with any type of outdoor 
fireplace or grill made and pointed 
stakes enable it to be planted in the 
ground over any outdoor fire. Re- 
tail price of complete units is $15.95 
retail. 


A. Rowley Tool & Engineering Co., 
Green Lake, Wis. 


a 


ad P 


Best GIVE-AWAY Idea in sight! 


USEFUL— Over 70% of your customers and prospects wear 


glasses . . . glasses that are cleaned 2 or 3 times a day. 
SIGHT SAVERS booklets Toaster Set... 
LONGLASTING—SIGHT SAVERS booklets have an average 


imprinted with your company life of 30 days; Dispenser-Paks, over 3 months! 
message. LARGE ENOUGH-— Greater attention value. Plenty of room e Toaster Set ...A breakfast set 
REE SAMPLES for an effective advertising message. that consists of a Proctor Custom 
F L VALUABLE— Pur illi 
— Purchased regularly by millions of people at . nar be 
Write today—for prices and full 10c per booklet and 39c per Dispenser-Pak. Model toaster, a gray glazed ceram 


wan Imacloted SIGHT SAVERS a DIFFERENT— Ideal for calling cards, or convention hand- ic jam pot with contrasting blue- 


the best silent saleeman ln sieht. outs. May be mailed without special packaging. gray cover, a matching blue-gray 
Address Dept. 0121 butter dish, plus a handsome, 
a wrought-iron tray. The Mary Proc- 
tor toaster features a “Color Con- 

CANADA: Dow Corning Silicones Ltd., Toreate Dow Corning CORPORATION al ‘ 
MIOLAND. MICHIGAN trol” device, automatic pop-up, plus 


v 





30 * ar * September 1957 





automatic reheating of cold toast 
with little or no change in color. 
Toaster alone retails for $14.95; 


complete set at $15.95. 


Proctor Products, Third Street 
and Hunting Park Av., Philadelphia 


@ Picnic Bag Set... A three-way- 
picnic bag of Krene vinyl film pro- 
vides separate glass-fiber insulated 
units for keeping foods hot or cold. 
Available in smart-looking plaids, 
the unit can be used as a single for 
carrying hot and cold foods in one 
bag or as three individual, insulated 
bags, each of which can serve as a 
hot or cold food carrier. Large, out- 
side bag has strap handles; indi- 
vidual inner bags — which can 
hold ice cubes, baby bottles, etc. 
— have shoulder straps. Three- 
piece set weighs only three pounds 
when empty. Outer bag measures 
174%x12x8”; inner bags measure 
9x8x7”. Retail price for complete set 
is $15. 


Fashioncraft Products, 
St., Brooklyn 32 


185-30th 


@ Personalized Glassware ...a 
catalog of Decoware Crested Glass- 
ware suggests a variety of glass 
items that can be personalized with 
name, initials or pictures of his 
favorite hobby. Items shown in the 
catalog include a variety of tum- 
blers and ashtrays. Prices range 


from 12c to $2.50 per item. 


Decorative Glass Co., 1026 
Emerson St., Evanston, Ill. 


@ Steak Knives and Forks ...A 
quality cutlery that boasts fine de- 
sign, polished stainless-steel blades 
and prongs, gleaming copper bol- 
sters, and ebony Styrene handles. 
Blades are one-stroke sharp be- 
cause of saber-grinding. Set of eight 
Wilshire steak knives — each nine 
inches long — in Carumba case is 
$12.95 retail. Eight-piece Wilshire 
fork set — each seven and one-half 
inches long — is $12.95 retail. 
Quantity prices are available. 


Wilshire Ltd., 3201 N. Lamon Av., 
Chicago 41 


© The Barbeque Grill... A handy 
and practical barbecue grill that 
greets the holiday season with a 
“filling of fancy foods. Good eating 
includes artichoke relish, whole 
sweet gherkin pickles, Pepitas, Vi- 
enna sausage, Manzanilla olives and 
a tin of potato salad. Grill is 138x914” 
and ships at 8% lbs. Prices range 
from $6.95 for minimum orders to 


$5.73 for quantity orders. 


Gifts by Wolferman’'s, 120 W. 47th 
St., Kansas City 12, Mo. 


ey Does he “live” at the office? 
“e), Then he'll appreciate a gift that 
helps him in his work. 


® Deskpaditer . . . His desk will be 





1 





6 FT. LONG 

43 INCHES HIGH 
GOES 5 M.P.H. 
GAS OR ELECTRIC 
POWERED 


Have given Bob Gennaro of Robe 
Corp. a ring. This V2 suze truck i6 
peally going places. We could have 
kidse deliver product around town 
In, turk with owr Company name 
and Colors on it. Supermankets 


have akready Giver hve. 


(ready for the offset camera) 


READY MADE LAYOUTS for 


1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
Illustrations in the blank spaces 

1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 

SAMPLE KIT $1.85 prepaid . . 
FLEXIBLE LAYOUTS, 201 W. 


BULLETINS 


If you use form letters in lots of 25 copies 
to 100,000, you'll want to see these clever, 
4-color, preprinted letter-sized forms that 
get ANY message off to a flying start; com- 
mand attention and respect! FREE cata- 
logue. Write to NATIONAL CREATIVE SALES, 
1030 Leggett Ave., New York 55, N. Y. 


89 St., NYC 24 





CAMERAS — ART AIDS $485 & UP 


$ SAVERS 


PRINTING 


SILK SCREEN 

Cooler Inquiries lavited 
.ACEY-LUCI PRODUCTS CO 
31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 


Free Sample 
M. E. MOSS & CO. 
119-E Ann St. 
Hartford 3, Conn. 
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HUNTERS 
FISHERMEN 
FOOTBALL FANS 
FARMERS 

LINEMEN 

OUTSIDE WORKERS 
TRUCKERS 
POLICEMEN 
SAILORS 
NEWSBOYS 
GOLFERS 

SKATERS 

SKIERS 
SERVICEMEN 
SCHOOL CHILDREN 


ANY 

OF THESE 
PEOPLE 

ON 

YOUR 
CHRISTMAS 
LIST? 


ac BS 
CIGARETTES, 
ttt 


Wfarrme kr 


gives comforting heat without flame ! 


A Jon-e is the warmest gift you can give... 
a “‘personal radiator’”’ for your customers and 
employees to carry outdoors in cold weather. 
The NEW JON-E now has a self-starting 
wick for fast igniting. To use as a lighter, just 


insert a cigarette and puff. It’s beautifully 


chrome-plated and comes in a ont flannel 
carrying bag. Fill with Jon-e 

Fluid (8 oz. can, 45c) or re- 

commended substitutes — 

available everywhere. Made 

to last a lifetime. Fully 

guaranteed. 


Standard Size heats 24 hours : 
on 1 oz. fluid 
Giant Size heats 48 hours on 

1 filling 


Colorful Gift Wrap available with “to and 
from”’ spaces for names at no extra charge. 


ALADDIN LABORATORIES, INC. 
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| corder” 
dium points and the refill cartridges 





neater, everything at hand, with 
this distinctive desk-pal that holds 
four pencils or pens, paper clips, 
rubber bands, a gold-plated letter 
opener and a pad of paper. Unusual 
features of the Deskpaditer include 
a pop-up paper control, and a 
holder for the letter opener that ad- 
heres magnetically to the side of 
the caddy. Unit is made of Regaltex 
in a leather-grained finish and 
comes with recipients’ name per- 
sonalized on the side. Prices for the 
complete Deskpaditer range from 
$5 per individual unit to $2.50 per 
unit in orders of 500. Deskpaditer 
is also available in top grain cow- 
hide for double the regular price. 


Regal & Wade Mfg. Inc., 
Maspeth 78, N. Y. 


© Paper Dispenser . . . a handsome 
desk accessory that serves you with 
a single sheet of memo paper as 
you pick up your pen. The paper 
dispenser itself is of graceful de- 
sign, finished in Endurahide and 
equipped with a ball-point pen that 
fits into the unit. A _ fool-proof 
paper-feed mechanism serves up 
one sheet of paper each time the 
pen is removed from its holder. 
Refill pens and paper are available 
for the unit. Prices, including four 
lines of imprint, range from $3 to 
$1.99 depending upon the number 
of units ordered. 

Harisco Inc., 443 Fourth Av., 

N. Y. 16 


® Esterbrook Desk Set ...A well- 
designed holder and a ball point 
pen that offers 100 hours of writing 
before it needs refilling. The “Re- 
is available in fine or me- 


can be ordered in red, blue or black 
ink. Ink won’t smear but will wash 


|out of clothing. List price for the 


set is $2.95. A Recorder 
is available for $3.95. 


Esterbrook, Delaware Av. & 
Cooper, Camden 1, N. J. 


de luxe 


© The Sir Winston . .. An ashtray 
that practically cleans itself with 
a pop-up, disposable tray feature. 
The tray is in satin finish ebony 
with gold or pigskin trim. When the 
user snuffs out his cigarette and 
presses down, a gold foil, fireproof 
tray pops up that can be thrown 
away. Price is in the $3 bracket. 
Unit comes gift-packaged. 


Stockman Associates, Media, Pa. 


Is he a traveling man? Then 


one of the following selection of 
” 


em 
easy-going “travelers” may keep him 


thanking you all year round. 


@ Streamliner File Case .. . Slim, 
smart and practical, this attache 
case has five accordion-file com- 
partments with a metal stay and 


leather straps. Covered with leath- 
er-look, Sur-v-lon Textile that de- 
fies weather or scuff damage. The 
unit is fitted with tarnish-resistant 
brassed hardware. It measures 
3144x17%x12'%” and is available in 
Suntan or Ginger. Price per case 
ranges from $12 to $11.50 according 


to the number of units ordered. 


Church & Erasmus Sales, 852 Rogers 
Av., Brooklyn 26 


@ Car-Snac ...A “snack bar” in 
your car, this red Scotch plaid steel 
tote bag has two quart-size vacuum 
bottles in matching plaid, an extra 
nest of three cups and a roomy food 
compartment. The skillfully de- 
signed handles fit over the front 
seat holding the Car-Snac securely 
within easy reach, yet out of the 
way. Unit retails at $12.95. 


Gotham Industries Inc. 
1150 Broadway, N. Y. 1 


@ Solar Radio . . . Smaller than a 
package of cigarettes, this tran- 
sistorized instrument converts sun- 
light or artificial light into electri- 
cal energy. It has a selective tuner, 
a calibrated dial, a one-year guar- 
antee against defective workman- 
ship or materials and a durable, 
two-tone plastic case. Additional 
features include its 34x2x3” size and 
a sensitive, high-impedance hear- 
ing-aid-type earphone for private 
listening. Price, any quantity, $14.50. 


Wirth Bros. Co., 880 Bergen 
Av., Jersey City 6, N. J. 


@ Slideaway Alarm A sleek 
“hard-top convertible” with a 
jeweler’s metal case that opens to 
beautiful efficiency and closes to 
become a slim travel companion. 
Jewel 40-hour alarm movement, si- 
lent operation. Entire clock meas- 
ures 656x242” open; 4 3/16x2%” 
closed. Price is $14.76. Available 
also in pigskin. 


Styles in Time by Horn, 
1261 Broadway, Chicago 


Is he a sportsman? Then a gift 


a 


it) that aids or reminds him of his 
favorite hobby 
him. 


is the right gift for 


@ Faribo Sport-A-Robe... Awarm 
and comfortable companion on a 
fishing, hunting or hiking trip, the 
Sport-A-Robe can double as a 
cushion or a blanket. A gay plaid 
blanket of 100% wool fits neatly 
into an attractive leather-look vinyl 
carrying case that looks and feels 
like a pillow when filled with the 
warm blanket. Robe, in red, green, 
brown, or assorted plaids, measures 
50x60” when opened out; case 
measures 15%x12%”. Priced 
from $10.50 to $8.08 depending on 


quantity of items ordered. 
Faribo Blankets, Faribault, Minn. 





Handcrafted Sports Clock... 


@ Handcrafted Sports Clocks 
Whether he sails, rides, golfs, hunts 
or fishes you can give him a prac- 
tical reminder of his happy, leisure 
hours in one of these distinctive 
sports clocks. The frames are of 
genuine Philippine Mahogany, 
hand-rubbed to a craftsman finish, 
or leather-covered in light blue, 
maroon or light green. The game 
birds, horses, etc. were painted by 
Lynn Bogue Hunt, and hand-fired 
on tile for lasting permanence. 
Figures, miniature shotgun hands, 
and hour numerals are gold-plated. 
Prices range from $22 to $37 de- 
pending upon the style of the clock 
and the type of frame. 


The Wama Co., Industrial 
Building, Baltimore 2, Md. 


@ After the Hunt Pack ... An un- 
usual executive gift with a sports- 
man flavor, this Merry Christmas 
package includes a handsome, fully- 
lined and padded vinyl gun case 
filled with a sportsman’s breakfast 
of 3% lbs. of wild rice pancake mix 
and 4/5 gallons of Old Grand-Mom 
pure maple syrup. Gun case has 
matching bindings and wrap-around 
handle plus a zipper-fastened com- 
partment for cleaning rod and ac- 
cessories. Comes packaged in hand- 
some gift box. $8.10 per package. 


Maple Products Corp., 308 
Prince St., Saint Paul 1, Minn. 


® Keystone Fishing Sets... A 
fisherman’s dream come true in a 
variety of fishing sets is seen in an 
illustrated catalog from Keystone 
Kits Corp. Sets shown in the cata- 
log range from father and son sets 
for bait casting and still fishing to 
a sea-serpent spin caster set for the 
deep fisherman. Prices of the sets 
range from under $2 to the $45 
bracket. 


Keystone Kits Corp., 2001 N. 
Elston Av., Chicago 14 


Is his life a “closed book” as 
“te ), far as your knowledge of his 
family or hobbies? Then make your 


gift “strictly personal.” 


e Lido Lighter-Watch ...A smart 
duo in a compact case, this Lido 





Sah 


Pro blem : solved 


The tanneries of the United States 

have been combed for the finest leathers 

available to match the gleaming beauty, durability and 
lasting performance of the world’s top line of precision manicure 
implements. These leathers have been carefully hand-crafted into 
cases of unparalleled beauty. You cannot find a more 
welcome business gift than these magnificent combination sets 


of finest cutlery steel implements and fine leathers, attractively 
gift packaged. 


THE COMMODORE 
Genuine California Saddle Leather encloses 
a truly inspired gift presentation. Through 
its unusual and distinctive markings, it 
“tells the story” of life on the range. 
Deluxe nail and toenail clippers, plus 
handy Pocket King knife-bottle opener 
available in either chrome or fine gold 
plate. Case may be gold stamped with 
your firm name, or your gift card enclosed 
in attractive gift box. $3.00 to $4.95, de- 
pending on quantity and finish desired. 


THE KUSTOM KEYPER 


This handy Key Case and knife combina- 
tion will have your gift list saying “thanks” 
for years to come. Top grain cowhide case 
with gold stamped imprint; patented key 
plate allows removal of keys as desired; 
handy knife, file, bottle opener and screw- 
driver combination tool, chrome plated, 
ready for a million uses. Handsomely gift 
boxed in black and gold. Approximately 
$1.95 depending on quantity. 


For full information on these and other 


attractive Kuston King line gift items, write .. . ~ 


THE W. E. BASSETT COMPANY « Derby, Connecticut 


Work better. ..faster...easier...with this fine imported 


“DUX VARIABEL” Precision Pencil Sharpener 


Keeps pencils ready with a twist of the wrist. 
Adjustable from dull to needlepoint. At your 
Art Dealer — $1.00 retail, in leather case. 


For wholesale quantities write for complete 
catalog 24 highly specialized models. 


MANY OTHER EXQUISITE IMPORTS 
FOR “DIFFERENT” CHRISTMAS GIFTS. 
FRED BAUMGARTEN 


Exclusive Imports 
1000 Virgina Ave. N.E., 
Atlanta 6, Ga. 
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NMA aa LC 
PENCILS 


LALLY! or. 


Now, you can have your 


complete letterhead, including 
trade-marks, cuts, etc., 
printed in two colors on your 
advertising pencils with the 
amazing Cincinnati 
“Spectro-Print” process. For 
free samples and details, 


send coupon today! 


COLUMBUS, OHIO 


SELF-LIQUIDATING 
PREMIUM PENCILS 


CAPITOL SUPPLY CO. 


Offer six quality pencils 
imprinted with buyer’s name 
in gold for only 25¢ to your 
customers. Just print offer on 
your package—costs you 
nothing — we handle alll 
details including shipping. 


ATAU ee 


NITRO, WEST VIRGINIA 


: CINCINNATI PENCIL CO. 
i Nitro, West Virginia 


& Please send FREE samples and details on 
Bf the “Spectro-Print’ process. 


a 
Name 
a 
4 Company 
f Address 


Bi City Zone——State 


ESTABLISHED SPECIALTY SALESMEN: A few 
choice U.S. Territories available. Write for in- 
formation. 
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item combines two practical acces- 
sories in a watch and _ lighter. 
Lighter works instantly and is safe- 
ly out, the minute lever is released. 
Watch winds as you flick lighter or 
can be stem-wound and set if you 
please, but it never overwinds. 
Unit is carefully tested, fully guar- 
anteed. A pocket-model retails at 
$31.50, retail, and a table-model is 
priced at $35. Large quantity or- 
available with free-of- 
charge imprinting. Special “all-out” 
models include a_ sterling silver 
model for $75, sterling silver, gold- 
filled for $85, and a 14K, solid gold 
pocket-model for $200. 


Lido Import Co., 42- - St., 
Long Island City 1, N. 


® Executive Reference Books .. . 
Magnificently bound in hand-tooled 
Deluxe and Collector’s Editions, 
these useful gift volumes include a 
dictionary, world atlas, encyclope- 
dia and Bible. Books may be per- 
sonalized with gold _ stamping. 
Prices in green leather binding 
range from $10.40 for quantity or- 
ders to $17.50 for individual books. 
Collector’s binding in Brown Leath- 
er with 22K Gold range from $20.40 
to $30. 


Year Inc., Wilton, Conn. 


Jewel-Packaged Tools... . 


© Jewel-Packaged Tools . . . Prac- 
ticality with a flair is the essence 
of the Medallion tool set from Stan- 
ley. Nestled in a silk-lined, jeweler- 
type box of simulated leather, the 
set consists of a Steelmaster ham- 
mer, a Surform file and an eight- 
foot steel tape rule. Set, complete 
with “jeweler’s” gift box, retails for 
$10.40. 


Stanley Tools, 111 Elm St., New 
Britain, Conn. 
He “has everything”? We'd be 
“es \, willing to bet he doesn’t have 
one of the following. 


© Home Security Center ... His 
very own safe in which to store his 
valuables. Unit can be installed in 
a wall or bolted to a closet shelf. 
Weighs 170 pounds, measures 8x8” 


| and comes equipped with a three- 


tumbler lock designed to foil the 


_ most persistent of burglars. Price is 


$175. Larger model which comes 
with a card file drawer, personal 
paper file, locker and cash drawer 
is priced at $274. 

— Safe Co., 320 Fifth Av., 


Turtle Clock... 


© The Turtle Clock ... A hand- 
some novelty clock that features a 
time-telling turtle who floats in 
water to the correct hour. Bowl- 
type clock is made of beautiful and 
permanently gold-look anodized 
aluminum and has a jeweled eight- 
day movement. How the turtle 
floats in correct time is a secret but 
he never runs slow. List price is 
$34.95. Quantity prices are available. 


Swiss Harmony Inc. 
844 W. Adams St., Chicago 7 


© Imported Name Plates ... A dis- 
tinguished gift for the executive, 
these Korean-made nameplates are 
of Paulownia wood, hand-inlaid 
with handcarved mother-of-pearl 
in glowing iridescent color, and 
lacquered to contrast with the rich 
black wood finish. They are avail- 
able in a choice of three styles and 
measurements vary according to the 
number of letters in the recipient’s 
name. Prices of the nameplates 
range from $7.50 to $15 depending 
upon the number of letters in the 
name, and the overseas duty cost 
ranges from 55c to $1.10. Items are 
shipped directly to recipient. De- 
livery time is about six weeks. 


Around-the-World Shoppers Club, 


Dept. P, Elizabeth, N. J 
© Certif-A-Gift . . . No more gift 
problems with this selective gift 
service. Simply send the company 
your list of recipients, advise as to 
the amount you wish to spend on 
each person, and give the time you 
want your Certif-A-Gifts mailed. 
Certif-A-Gift then sends the peo- 
ple on your list a custom-designed 
gift folder in a hand-addressed en- 
velope with your name and/or your 
company name inscribed on the gift 
announcement. The recipient simply 
checks his selection from an eight- 
page booklet in the particular price 


Still can’t decide? 


a 
Then you 
can’t go wrong with: 





range, returns a postage-paid re- | 

turn card and settles down happily 

to wait for his gift. Equally good or {|| Th i TLL ccasions 
for the homebody, career man, 

; . , HOLIDAYS * ANNIVERSARIES + OPENINGS * PROMOTIONS 
sportsman, or hard to please, be- 

cause he chooses. Prices of gift 


groups range from $4.85 to $100. 


Certif-A-Gift, 829 Chicago Av., 
Evanston, Ill. 


Little, but My! Se a ptluays Welcome 


VOSTERS 
Small Items Can Be LARGE LEAF 
Big Sales-Boosters 


Having noted in type such spec- PHILODENDRON 


tacular promotion ideas as “a year f IN BRIGHT TRIM 

of free living,” “a free car with the A welcome gift for Christmas 

sale of each tv set,” and even a 24- . or any special occasion is the 

hour lease on the Staten Island . . stately Philodendron, the aristo- 
. . -~ ra crat of indoor plants. A full 24 

Ferry concession, we feel com- ! ' inches tall and in bright holiday 

pelled to state that while these . 


wrapping, this lovely plant is 
“spectaculars” are fun and un- a lasting expression of your 


doubtedly sales-worthy, they are ne j appreciation to important cus- 
, ’ : : tomers, business friends and 

not the whole picture concerning valved employees. 

sromotions. 

es ) PLACE YOUR ORDERS NOW! 
The value of the unobtrusive : = WE DO THE REST! 

small premium or ad specialty can “ ih antes aan lead Gide 

not be denied as a long-term sales $49.50 . Express PREPAID. Instructions 

friend, and these “buttons etc.” for care are included and your 

have the additional advantage of Shipped PREPAID 


name appears as donor. If you 


: ; anywhere in the wish, your personal card can be 
being low enough in cost to enable = © dad of te aaa » 
you to supply mere acquaintances Mississippi 


as well as all of your business 


friends ~ | VOSTERS NURSERIES AND GREENHOUSES, INC. 


SECANE, PENNSYLVANIA 
Badges and A well-designed 


Buttons catalog from the 
Adcraft Mfg. Co. 

gives complete information on the ‘ pe 

1957 Adco line of buttons and “ PI 0 N E E R 

badges. - 


® Order a carload and well give 
The items illustrate almost every Qualatex you 500 balloons with your 
type of button and badge imaginable ; oe Store name on one side and our 
plus a variety of calendar cards and Advertising 


metal emblems or jewelry 


An unusual advantage of this ae 
catalog is its special “Flip-Top” ‘ Help el 
price list of onion skin paper which Your Brand! 
“spots” the price i ‘ 





price in a second by 
flipping onto the item the reader is 
interested in. ; pes 
- for more details circle 416, page 121 y : 
That reminds me Buy some K KRU CHIES 
Marvic Well known in the | want to try EEZ. Mom! There's a free 


Catalog “tomfoolery _ sells” What shelf P=} | BALLOON in e pery 


department, the 
Marvic Co., Brooklyn, has published 
a catalog that describes 30 of the 
company’s zany sales-helpers. 
Items described in the catalog 
include the pencil that changes color 
while you write, a calling card that 
shakes hands for you, and a little 
man that grows green hair. 


- « for more details circle 417, page 121 


The Pioneer Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 

Please send me your FREE ‘Advertising 


Balloon Fact Pack.’ | want to throw it 
up against the wall and see what sticks. 


Multicolored A multicolored 
Rubber Mats catalog showing 

actual-use illustra- 
tions of custom-built rubber link 
mats is available from O. W. Jack- 
son & Co., New York. 


Specifications are given for each By Telling Customers Where to Buy 


Firm 
Address 
a State 


Requested by 


'—— Or Phone Betty Wolfe at Willard 231 To Order - 
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FLEXIBLE IDEAS ON HOW 
TO USE BOOK MATCHES IN 
YOUR PROMOTIONS! 


Yes, there are new and exciting 
ways to stimulate sales with 

Book Matches. Lion Match 
Company’s 50 man creative art 
staff specializes in the development 
of tailor-made, highly effective 
Match Book promotions. 

If you're looking for new ways to 
hypo sales, look into the Lion Plan. 
A comprehensive catalog is yours 

if you write on your letterhead. 


LION MATCH COMPANY, INC. 
Dept. 90, Long Island City 1, N. Y. 
Sales Offices in Principal Cities 


THE MAN “WHO 
HAS EVERYTHING” DOESN’T HAVE THESE 
SMART CARD CUFF-LINKS, TIE BAR! 


Handsome, fine quality satin silver-finished cuff- 
links and tie bar are custom-made to reproduce 
any business (or personal) card wih_ perfect 
fidelity. Razor-sharp engraving, brushed-in lac- 
quer, make even small letters, trademark details, 
entirely legible. 

Highly personalized . . . unusual . . . yet in 
perfect tasve for the best-dressed man you know 

. for company service awards . . . for sales 
quota prizes . for Christmas or any gift 
occasion. 

The picture (life size) can’t do justice to the 

obvious value of the actual pieces. Yet on group 
orders you can get cuff-links — tie bar — or the 
set, at BUDGET prices which will surprise you 
‘ . pleasantly! 
SPECIAL ‘‘SEE-IT'' OFFER: If you are a sales, 
advertising or corporate executive, send us 
$1.50 and your business card . . . we'll ‘‘CARD- 
O-LINK" it on a tie bar (over $5.00 retail 
value), send it with economical quantity prices 
on all items. 30-DAY TIME LIMIT — WRITE 
TODAY! 


CARD-O-LINK COMPANY 
26 £. HURON ST., CHICAGO 11, ILL. 
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type of rubber mat plus a sugges- 
tion for its application. The custom- 
built mats are available in a varie- 
ty of special patterns and include 
lettering and trademark facsimile. 
Other rubber flooring described 
in the catalog includes grease and 
chemical-proof matting, corrugated 
and perforated mats, runners, floor 
carpeting, stair covering and 

sponge-back matting. 
+ « for more details circle 418, page 121 


Texoprint 
Patches 


Samples of pres- 
sure -sensitive 
“Smarty - Pants 
Patches” and “Night Shine Letters” 
are available in a series of selling 
sheets from Jerry Scanlan Inc., 
Chicago. 

Made of rough ’n ready Texoprint 
— a plastic paper that withstands 
rain, tearing, grime, etc. — the self- 
sticking emblems have plenty of 
juvenile appeal in their clever slo- 
gans, bright colors, vivid designs 
and “shine under lights” beaded 
letters. 

The selling sheets show a wide 
variety of the items and include 
complete specifications and price in- 
formation. 

+ for more details circle 419, page 121 


Pencil Sharpener A pocket-size cata- 
Catalog log from _ Fred 

Baumgarten Im- 
ports, Atlanta, lists the company’s 
line of Dux precision-cut pencil 
sharpeners. 

All of the sharpeners illustrated 
and described in the catalog have 
replaceable razor steel blades and 
they can sharpen anything from 
thin lead pencils to thick crayon 
pencils. 

Several of the sharpener models 
have large-size spillproof recepta- 
cles for shavings and one model — 
particularly good as a giveaway — 
comes packed in an individual leath- 
er pocket case. 

Complete details are available in 
the Dux catalog. 

- for more details circle 420, page 121 


Fishing Tackle 
By Heddon 


Tantalizing bait for 
those “goin’ fish- 
ing,’ this illus- 
trated catalog, from James Hed- 
don’s Sons, contains an astonishing 
assortment of fishing equipment. 

Among the items described are a 
variety of spinning lure kits, “Super 
Sonic” lures, “River Runts,” 
“Spook” lures, etc. 

The rods described include glass 
casting rods, spinning rods, salt- 
water rods, fly rods, spinning equip- 
ment, lines, and floats. 

All items are described complete- 
ly as to construction and price. 

. « for more details circle 421, page 121 








we cover 


the country 
with 


am 
THE QUALITY COLOR 
SERVICE TO THE 
TRADE FOR 


Kodak Dye Transfer 

Kodak Type C 
Color Prints Anscochrome Printon 

Kodak Flexichrome 

Kodak 3-Color Short Run Litho 
Color Transparencies 

Display Transparencies 

Duplicate Transparencies 
Color Separations for Graphic Arts 


Custom Color Film Processing 


COLOR CORPORATION 
OF AMERICA 


Sofia Building 610 S. Armenia Ave. 
PLANTS: 43 W. 61st Street, Tampa 9, Florida 
* New York 23, N.Y. Phone: 7-5358 
JUdson 2-4355 


COLOR CORPORATION OF AMERICA * 
Sofia Building, 43 W. Gist Street 
New York 23, N.Y. 


Send me your new, free 32-page Technical 
Information and Price Catalogue. 


Name. 

Firm 

Position 
a 
a 


eeeeeneesasesesesasesseesaen 


prerrrrrereesseerrrs 
Seeeeeceeeaeneeeece 


Ae RRA SO A amen ora 


<C EDD: ror cua cits 
> from 
the manufacturer 


Finest, first quality 
chinaware Ash Trays, 
Coffee-break Mugs, 
Shot Mugs, etc. Send 
rough art of your 
trade-mark or copy; 
specify piece wanted 
and quantity for es- 
timate. Samples on 
request. 


American Decorators, Inc. 
15 Coates Street 
Trenton 10, New Jersey 


PHOTOGRAPHS 
OF 
BABIES AND CHILDREN 
WRITE FOR FREE 
BROCHURE 
BOB WATTS 
ILLUSTRATIVE 
PHOTOGRAPHY 
Box 503 
KOSCIUSKO, MISS 
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A Sailes-Talker . . . Newest prize incen- 
tive book from Maritz Sales Builders 
features a record that talks of the prizes 
illustrated in the book. 


Maritz Incentive Book 
Speaks for Those Sales 


Literally speaking for itself, the 
newest incentive prize book from 
Maritz Sales Builders, St. Louis, 
delves into the dimension of sound 
with the introduction of a specially- 
created record that takes the reader 
on a personally conducted tour 
through the prize possibilities. 

Converting the printed page into 
a talking tour, as the reader turns 
the pages, the record describes the 
possibilities of each kind of prize. 

The book itself contains over 
1,500 prizes and the illustrations — 
many of them in color continue 
in the home-living theme so popu- 
lar in incentive plans the last few 
years. 

- for more details circle 438, page 121 





Company Offers Mailers 
As Customer Premiums 


When is a direct mail piece a pre- 
mium? 

A new merchandising service to 
production jobbing customers from 
Frederic B. Stevens Inc., a Detroit 
Metal Finishing and Supply Co., 
offers free, two-color promotion 
folders for the customer’s own 
mailing list. 

The folders can be used as en- 
velope inserts for mailing with quo- 
tations, invoices and _sales-corre- 
spondence. 

The Stevens’ jobbing customer 
can order up to a thousand of these 
folders featuring the type of equip- 
ment he wants featured in the fold- 
er, his company’s name and address. 

The merchandising folders were 
designed to enable the small and 
medium-sized production plating 
and anodizing plants to compete 
with larger companies. 44 












































































































sign... 








Pressure Sensitive Decals applied 
in Seconds — without water ! 


THE 
~~ 1 te ei , GS 


on exclusive 





CN ee 
Amer. Decal. Co 


“MORE LASTING THAN ORDINARY DECALS”, 
SAY SALESMEN AND ROUTEMEN “AND THEY 
ARE APPLIED EASIER—QUICKER, TOO.” 


The new American Presto Cal “’G” is an actual decal 
with all the permanency and weather 
resistance you expect from a decal. . . yet it is 
applied in seconds without water or other solution. 
No wet hands — no mess — no bother. Leading 
national advertisers are finding that these eye catch- 
ing dealer signs get “‘on location” faster and stay 
up longer than any other type of point-of-purchase 
sign. American Presto-Cal ‘’G’’ offers more for your 
advertising dollar. 












write for FREE samples and literature on your letterhead 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, III. 


735 Prince Rd., Windsor, Ont. 
Offices in all principal cities 





Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


HUNDREDS’ 
Ua 


PLAQUES 


FREE illustrated brochure has 

hundreds of original ideas for} Write for FREE 
reasonably priced solid bronze] Brochure A 
plaques — nameplates, awards,| For trophy medal 
testimonials, honor rolls, me-]| cup ideas ask for 
morials, markers. Brochure B. 


TPA WALOl Tlamsi10) 2aee le ame OL | 


Dept. A-57, 150 West 22 St., New York 11 
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Which Way Makes 
Strong Words Stronger? 


““,..WE HOLD 
these truths to be self-evident, 
that all men are created equal, 
that they are endowed by 
their Creator with certain in- 
alienable rights, that among 
these are life, liberty and the pur- 
suit of happiness...” 


THOMAS JEFFERSON 


‘..+We Hold 


these truths to be self-evident, 

that all men are created equal, 

that they are endowed by their 
Creator with certain inalienable rights, 
that among these are life, liberty 

and the pursuit of happiness . . .” 


THOMAS JEFFERSON 


‘init is no doubt “words are the thing.” 


But why not let them put their best letter forward? 


Why not set them easy to read, pleasant to read? Stout! 


Our ATA members give to words the best possible 


setting. They know your words have to compete with 


everyone else’s. Try the ATA way—it costs no more. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


I NDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. | 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
ye Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press _ 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. | 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 
TORONTO, CANADA 
Cooper & Beatty Limited 








let HUMAN NATURE 
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guide your type selection 


Typefaces, like people, have character, and to get along best with 
both, treat them as individuals, each according to his own personality. 


By A. Raymond Hopper 


As users of type for advertising 
purposes, we are, or should be, less 
concerned with creating works of 
art than with getting a sales mes- 
sage across to readers. But prin- 
ciples of art are not personal 
opinions. They are crystallized ex- 
perience in making audience im- 
pressions. The fundamentals of fine 
art — balance, harmony, rhythm, 
etc. — are governed by the same 
laws as govern applied art. 

They are fundamentals because 
they are equally true in painting, 
music, literature, architecture, fur- 
niture, interior decoration and 
typography! And whatever their 
field of application, they awaken 
the same responses in people be- 
cause a person is always the same 
personality despite change of 
weather, date, or subject. John Doe 
today won’t be Richard Roe tomor- 
row and Charles Coe, Edgar Poe, or 
Willie Woe the rest of the week. 
The mentality that, 











knowingly or 


not, likes a well-designed house, 
painting, or play will also be moved 
favorably by a well-designed page, 
and for precisely the same reasons. 


> The bus was late. When it came, 
only a shoe-horn could have slith- 
ered me in. Those seated couldn’t be 
seen for the upright figures in a 
solid mass. One man’s chin rested 
on another’s shoulder, and spear- 
mint breaths were exchanging 
mouths and noses. I should try to 
get in there? I turned away with 
the same repugnance that makes 






MR Me hai 


‘SPEEDY ‘Bus | Go. 


readers pass up a heading in extra- 
condensed caps set tight or a too- 
solidly packed block of unleaded 
text. 

When I got to my train, the car 
was well-filled, but each passenger 
had a seat to himself without hav- 
ing to poke his elbow in his seat- 
mate’s ribs. The freedom to stretch 
my legs and unfold my paper, and 
the ample light from within and 
without, were as inviting to relaxa- 
tion and reading as a page of double 
leaded Bodoni or a line of letter- 
spaced Gothic. 


> Narrow, vertical types are, and 
long have been, all too common. 
So have “vertical” commuters, as 
every straphanger knows. Both suf- 
fer from crowding. Commuters en- 
dure it because there’s nothing else 
they can do and continue to hold a 
job. But readers can turn the pages 
to easier-read advertisements. 
Smart, stylish display can be ob- 
tained by the use of condensed 
types, if they are given enough air. 
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This is much more important than 
when using the more recently pop- 
ular wide faces. Keep the heading 
far enough away from illustration 
and text to let it “breathe.” 

Put from one-half to four, or 
even more, points of space between 
the letters, when using caps, de- 
pending on the size of type in hand 
and the effect desired. But always 
caution the compositor to letter- 
space optically evenly, not neces- 
sarily mathematically the same be- 
tween all letters — and see that he 
does it! 

Condensed body types, too, can 
look handsome. But letter-spacing 
of lower-case should be shunned as 
a typographic sin. And anyway, 

1 bl . = since on an . the whole 

* - h text wou e uselessly expensive, 

N OW avalia es ime on U 1S avoid extra condensed faces for this 
b f d ff purpose. Use a moderately con- 

= densed type, not too heavy, like 

new we € O set press News Gothic Condensed, Alternate 


—n ’ pao Gothic No. 3, Tower, or Bernhard 
Flexibility and economy in color printing, Gothic Medium Condensed. 


. — ‘ i Don’t be afraid to get plenty of 
plus new imprinting and price change facilities pum betwetls tee Ente, ee to 0% 


of the body size. A good trick is to 
cast up your copy for the size you 
We've just added a new perfecting offset went Scan tecded we oe — 
press that greatly increases our web-fed ca- points; then use a size smaller and 
pacity. Ideal for black and white, spot color increase the leading to fill the avail- 
or full color runs of 50,000 or more. It prints able space. 
up to 64-page sections, 84”x11” size (or 
multiples), at a rated speed of 20,000 sec- 
tions per hour. Whatever your printing needs 
— magazines, catalogs or colorful broadsides 
— let us show you what we can do. 


COMPLETE SERVICE 


® From art to mailing 


® Intelligent produc- 
tion counseling 


@ Finest web-fed off- 
set and letterpress 
news-color printing 


Oe, Printers of Program Sections of 4 editions TV Guide Magazine 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 


> When a man and his wife walk 
down the street, we are told that he 
should be “taller than she is.” But 
the pair which attracted my atten- 
tion took that too literally and in 
reverse. Hubby was stubby, while 
the lady seemed taller and slimmer 


Stik-a-letter aa SPOTS? than she probably was actually. She 





took on added stature by contrast 
: Lai sh with her spouse. 
The new professional ¢ \ . . hot! Fastest, fairest 


lett : . Ae , service in mid-America for > Now that’s a phenomenon worth 
ettering ? TV film spots. Complete remembering. Layout men can use 
sound stage studio — full 


technique time staff —time saving it to advantage, to gain strong em- 
Y = teamwork. Send storyboard or phasis on some portion of a heading, 
script for Time-Cost estimate. instead of resorting to the less 
Write for — / FREE Kileen “Kutie of the effective because overworked Italic 
literature | Month” and “Foto-Facts” or Boldface. One or two important 
i lightly letter-spaced 

ei kileen studios a ae 
Stik-a-letter Co. 235 East Orchard Dept. 207 py age = a — 
RT. 2 - BOX 286, ESCONDIDO, CALIF. Decatur, Illinois when e rest 0 ne Ine 1s set in 
' ’ 18-pt. Ultra Bodoni caps or 24-pt. 

upper and lower. 

However, when contrasts of this 
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sort are desired, the difference in 
sizes must be pronounced. A slight 
difference seems like a mistake. Be 
definite enough to show that it was 
intended. 

Many effective combinations can 
be used in this way. Contrasts may 
be of size, shape, movement, or 
weight, or a combination of these 
elements. Contrasts of size only are 
usually not vigorous enough. A 
larger light-face with a smaller 
boldface could be used, as Goudy 
Oldstyle with Goudy Bold. 

The difficulty here is that most 
standard faces grow heavier as they 
get larger, so that 36-pt. Goudy O. 
S. is nearly as black as 24-pt. 
Goudy Bold. The solution here is 
to reverse them; use 36-pt. Goudy 
Bold with 24-pt. Goudy O. S. 

Contrasts of shape will occur 
when 48-pt. Huxley Vertical is 
combined with Goudy O. S. If the 
latter is used in 30-pt, we add con- 
F trast of size to that of shape, and 
if Goudy Bold were to be substi- 
tuted, we would have contrasts of 
size, shape, and weight. 

Contrast of movement is very in- 
teresting and powerful. For ex- 
ample, Empire has a pronounced 
up-and-down movement; Kauf- 
mann Script flows horizontally to 
the right. Since one would scarcely 
set Kaufmann all caps, this com- 
bination would give contrast of 
shape as well as movement, and 
those of size and weight are easily 
t added at will. Stencil with Brush; 
Grayda with Cloister caps the same 
size as the Grayda lower-case; 
Bank or Commercial Script with 
Spartans or Alternate Gothic; Park 
Avenue with Onyx, are just a few 
of the many interesting possibilities. 


weer ys SP 


> In my boyhood, I briefly had a job 
in a broad-silk mill. The crash and 
clatter of the heavy jacquard looms 
were deafening to my young ears. 
The first couple of nights I came 
home with a sore throat from trying 
| to out-yell the noise of the machin- 
ery. But the harder I yelled, the 
nearer my voice met the competi- 
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the BIG three ot the Venus Condensed Family 
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Venus Light Condensed 
New Venus Bold Condensed 
Venus Extrabold Condensed 


The success of Venus Light Condensed inspired us to introduce Venus Bold 
and Extrabold Condensed. The addition of these two new modern faces will 
allow a broader range of specification and color. 

For complete specimens, see your nearest Bauer Type Dealer or write on 
your letterhead to: 


BOT 


Text is set in Venus Light Condensed. 


BAUER A:PHABETS, INC. 


235 EAST 45TH STREET - NEW YORK 17, N.Y. - OXFORD 7-1797-8-9 


Better-Letter-Setter 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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tion, the less it could be distin- 
guished. 

Soon I learned to talk in a natural 
tone. No one around me was shout- 
ing. Our ears could more easily 
separate and recognize sounds that 
were unusual than those too similar. 
My raised voice had been as hard 
on my hearers as on my own throat. 


> Today, there is too much scream- 
ing in type, frantic, hysterical. In 
some publications, only a_typo- 
graphic calliope could be heard 
above the crashing discords of the 
stentorian competing advertise- 
ments. Possibly a normal typo- 
graphic tone could better be rec- 
ognized under them. 

With so many advertisements 
trying to be “bigger and blacker,” 
why not replace that boldface text 
with a more sedate and readable 
Fairfield, Bulmer, Baskerville, Cas- 
lon, or Waverley? Instead of text 
in 12-pt. solid, use 10-pt. leaded 3- 
or 4-points; it will be easier to read, 
look more inviting, and take no 
more space. 

When the layout man starts with 
boldface body type, his side heads 
must be heavier, his sub-heads 
blacker, and then what is left for 
the main heading but thunderous, 
Titanic type or Ethiopian hand- 
lettering? (You readers who haven't 


You get proofreading plus when Monsen sets | 
your type. It’s one thing to accurately check 
proofs ... 


another problem to catch misspelled words .. . 
grammatical slips . 
the job is printed. At Monsen your job is proof- 
read by experts. Highly trained men and women 
make a deliberate effort to correct irregularities 
or to call them to your attention. They are | 
remarkably accurate . . 
proofreading at Monsen does not stop at this 
point. Your Monsen proofs are square, in align- 
ment and must agree with your layout ... as 
perfect as type can be. For further details write... 


22 East Illinois Street, Chicago 11, Illinois 
928 South Figueroa Street, Los Angeles 15, California 
806 Fifteenth N.W., Washington 5, D.C. 


plus proofreading 
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all good proofreaders do. It’s quite 


forgotten your Greek mythology 
may recall that the Titans were 
vanquished by the Olympian gods, 
and we might be better off if these 
modern typographic giants were 
treated the same way.) 

Now, top all that with a heavy 
illustration, and you will have the 
equivalent of an actual advertise- 
ment I saw recently in which every 
element was strenuously empha- 
sized, so that nothing was noticeable 
but the volume of ink consumed. 
That it was done in two colors, as 
a sort of whipped-cream dressing, 
didn’t redeem the doleful air of the 
ad. 

Where such a typographic treat- 
ment follows a possibly expensive 
photograph, the half-tone is left 
gasping for breath. Start with a 
display line whose size and weight 
yields importance to the picture. 
Rather than dominant blackness, 
employ ingenuity and novelty. Gain 
stress on the significant words by 
combining two faces, as mentioned 
a little way back. 

Then step down the sub-heads 
and text successively lighter, and 
give them plenty of air. The result 
will escape the oblivion that often 
comes from the shuffle of clamorous 
contemporaries, by its very startling 
restraint. Let simplicity be your 
guide. There is no gain in art or 


. . those little mistakes before | 


. they are human. Plus 





typographers, inc. 


salesmanship by making an adver- 
tisement a literary jig-saw puzzle. 


> He was a fellow I knew in one of 
my earlier “incarnations.” His name 
doesn’t matter, because there’s one 
in nearly every company. Get him 
alone, and he had much personal 
charm. But let him see two or more 
men talking together, and he’d be 
sure to stick his head abruptly in 
the midst with a “What was that?” 
or something starting with an un- 
invited “I think.” He became the 
office pest. His blatant boring could 
kill a conference on any subject. 


>» Every year, advertising space and 
preparation become more expen- 
sive. If it isn’t at the same time get- 
ting more productive, something is 
headed for the rocks. Yet no reader 
is compelled to put up with traits 
in an ad that he would not tolerate 
person-to-person. Bad manners in 
print are no more excusable than 
anywhere else. If a stranger came 
into your office or home and start- 
ing blaring or screaming, you'd 
quickly turn him out. Readers al- 
ways have the same privilege, and 
they know it. 

They'll read what you print for 
their own interest or gain, not for 
yours. Yet, many modern advertise- 
ments act as if they were whips of a 
ringmaster. Fortunately, the “ani- 
mals” can easily leave the arena, 
turn over the page; but that always 
costs some one money uselessly. 

Politeness in print can be made 
to pay. Of course, it has to be built 
on thought, not noise. When an ad’s 
individuality becomes so _ insistent 
or eccentric as to attract too much 
attention to its mechanics, sticking 
its head obtrusively between the 
message and the reader, it tends to 
kill the meeting of minds that was 
hoped for, and that’s always paid 
for in lost sales. 44 


French Printers 
Launch Review 

Admen curious about printing 
progress in Western Europe and 
France especially will find a new 
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SHOWMANSHIP 


The lion tamer is a great showman. As the lion snarls . . . lunges 
suddenly your heart almost stands still. But the trainer shillfully blends 
these these daring ee of excitement with precise control . . . and that’s show- 


Resch showmanship in a printed piece calls for the same blend of control 
and excitement, Peninsular controls fibres, sizing, finish and trim in every 
sheet to assure fast, economical, quality printing. And for creative men, 
Peninsular offers imagination in colors and textures to provide the touch 
of excitement. 

This advertisement is printed on 50 lb. Peninsular Orkid Cover . . . an 
inexpensive stock that offers quality appearance and a full range of nine 
brilliant colors, plus white. . 


Penunsullar : | TUSCAN COVER © ECONOMY COVER © ORKID COVER 
PENINSULAR i @ DUPLEX COVER © BERMUDA DUPLEX © ZAMORA 

‘ COVER # PAB COVER TWIN TONE COVER © BRIL- 
cover stock specialists now in our 90th year CS Lunes ' LIANT WHITE @ WOLVERINE COVER @ ANGELO TEXT 


@ SNOWEAVE COVER AND TEXT 


PENINSULAR PAPER COMPANY ~ YPSILANTI, MICHIGAN 








French review, Caractere, extreme- 
ly informative. The monthly, pub- 
lished in Paris, is divided into sev- 
eral sections: product information, 
inks, lithography, composition and 
research. A recent issue, with a by- 
line by Charles Peignot of the fa- 
mous French foundry, discusses 
photo-composition and its effect on 
typography generally. 

Text is in French only. The 
magazine is published by the Com- 
pagnie Francaise d‘Editions, 40, rue 
du Colisee, Paris 8, France. Single 
copies are available at 135 francs. 44 


choulevard 
Reiner Black 


cmerby 
Dynamic 


Palette 


Booklet Showcases 
Berthold Scripts 


Five contemporary scripts from 
Berthold Typefoundry, Berlin, W. 
Germany, are gathered together in 
two booklets distributed here by 
Amsterdam Continental Types and 
Graphic Equipment. They are 
Boulevard, Reiner Black, Derby, 
Dynamic and Palette. 

Complete upper and lower case 
alphabets and numerals are shown. 
Sizes start at 10 pt. in some faces 
and range upward to 72 pt. in dis- 
play styles. Each showing has a 
facing page illustrating the script 
in sample layouts. 

The booklets, Specimen No. 530A 
and 531A are offered by Amster- 
dam, the foundry’s New York outlet. 

- « for more details circle 433, page 121 


Stik-a-Letter Cuts 
Lettering Time 


Die-cut gummed alphabets for 
use wherever professional lettering 
is needed have been developed by 
the Stik-a-Letter Co., Escondido, 
Cal. There are now two typefaces 
ready—Benton Bold and Lawrence 
Condensed, both serifless faces. 
They are available in two sizes and 
a choice of seven colors. 

The characters in each Stik-a- 
Letter set are packaged in 71 minia- 





NOW, FOR THE FIRST TIME 


FRANKLIN TYPOGRAPHERS’ 
“encyclopedia typographica”’ 


OFFERED OUTSIDE GREATER NEW YORK! 


Limited Quantity Run Off to Supply 
Unprecedented Demand 


“It’s rightly called 


Encyclopedia Typographica!” 


Tema ily mil) | 
we did without it!” 


“Greatest graphic arts 
NA MILL Cla) 16 a 


“Finest combination of 
reference book in type 
information and working 
manual in type 
specification!” 


a 
The Type Specimen Book : 
recently furnished our customers in 
the New York area is a whopping suc- 
cess. Testimonials and requests have poured 


in from all over the country, from Britain, from 


Sweden, from Turkey, even from far-off Australia. 


Advertising departments and agencies, li- 
braries, art schools, universities, collectors, 
hundreds in the graphic arts and related fields, 
have asked us to sell it to them as a much- 
needed instructional and working tool for type 
buying and specifying. So we have run off a 
limited quantity to supply this demand out- 
side the area we normally serve, at little more 
than our cost... $50 per copy postpaid. 


It’s a beautiful volume . . . loose-leaf con- 
struction with sturdy leatherette-bound hard 


covers. Complete showings cover its oversize 
13” x 10” pages. There are 394 of these pages 
showing the 400 most popular current type 
faces in every size from 4 to 144 point. Two 
guides on each page give instant character 
count and measure in picas for every type 
face and every size. This is a unique Franklin 
feature which makes type specification easier 
than ever before. From time to time, as new 
type faces are added, supplementary pages 
will be issued at no charge, keeping your book 
perpetually up-to-date. 


Send for your copy today for ten-day inspection. You'll want 
it... you'll wonder how you did without it! A unique book ...a 
wonderful type lexicon...a tool that will easily pay for itself in a 
few hours. Remember, you can't lose. You order on a trial basis 


pooccocccccccccCo 


or obligation. 


Name— ieamialecs 
Name of Firm or Organization______ 
Address 


FRANKLIN TYPOGRAPHERS, Inc., 225 West 30th St. New York 18, N.Y. , 


Rush to me on a trial basis_______copies of your new Type Specimen Book. At the 4 
end of ten days | will remit $50 per copy or return the book to you without cost 4 


FILL 
1 
HO tt 





Zone___ 


ae NOW 
Jct il eissiciaaate 








€ . SEEN? 


you bet... everywhere ! 
Biggest companies come here 
to mid-America’s fastest- 
moving film studios for crisp, 
correct, economical sales and 
training visual presentations. 
Complete art, lettering, photo, 
mounting, printing services all 
under one roof . . . no goofs. 


SEND NOW for free ‘“‘Foto- 
Facts” and Kileen ‘“Kutie of 
the Month” 


kileen studios 
235 East Orchard Dept. 208 
Decatur, Illinois 





—- MILLION-— 
~ BLANK SHIPPING TAGS_ 


INGLES - GANGS + MANILAS + COLORED & CLOTHS 


“7 ALWAYS IN STOCK SN 


wen 


TAG MAKERS & STRINGERS 
65 DUANE ST., NEW YORK 7, N. Y. 


WOrth 2-3296 


SSA 
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Fine Typography 
as simple as... 


LL ta 


Whether you re located in Jacksonville, Florida, 
Denver, Colorado, Clayton, Mo., or just across 
the street... obtaining fine typography is as simple 
as ABC when you deal with Warwick. 


Strategically located near the geographical center 
of the United States, Warwick offers the facilities of one 


of the world's most modern typographic plants. 


Warwick is geared to produce fine typography at a 
speed that eliminates distance as a possible objection 
and offers quality and facilities that are rarely 
available locally. 


Whether you're located in St. Louis, Lubbock or 
Lancaster, try Warwick on your next typographic job. 
We think you'll be glad you did! 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louis 1, Mo 


Overnight by air from most 
of the United States. 


your Vm... 


with Crescent Illustration Board 


Cut sketching time, cut errors with 
Crescent illustration board—the board 
famed for its hard, white surface 

and ease of erasure. 

Write for free samples today, to 


CHICAGO CARDBOARD Co. 
1240 N. Homan Ave., Chicago 57, Ill. 
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ture folders in a handy cardboard 
file box. Included are caps, lower 
case, numerals and _ punctuation 
marks. The quantity of each char- 
acter varies with its frequency of 
occurrence in English. 
Stik-a-Letter lends itself to uni- 
form lettering for tv commercials, 
film titles, presentation slides, 
charts and posters. Literature and 
samples may be secured. 
- for more details circle 434, page 121 


Wall Chart Shows 
Type Selection 


One-line specimens of all the 
machine faces available at Adver- 
tising Composition Inc., New York, 
are presented in a new wall chart. 
Shown are both Linotype and Lud- 
low types in a wide range of selec- 
tions. Body types include traditional 
and serifless faces from Alternate 
Gothic No. 2 to Weiss. 

The typographers specialize in 
foreign languages and can supply 
accents for text types listed. In dis- 
play faces a wide choice, including 
Bodoni, Coronet, Garamond, Caslon 
and Tempo, is offered. 

- + + for more details circle 435, page 121 


Lanston Expands Scope 
Of Two Popular Faces 


Recent releases from Lanston 
Monotype Co., Philadelphia, include 
showings of Century Schoolbook 
(roman and italic) in giant cuttings 
of 42 and 48 pt. sizes, and a roundup 
of the foundry’s Craw Clarendon in 
composition and display sizes. 

The Craw Clarendon brochure 
gives complete upper and lower 
case alphabets of this modern slab 
serif face, together with specimen 
layouts. The face is available in 8, 
9 and 10 pt. text sizes, and in 12 
to 36 pt. for display use. 

+ « « for more details circle 436, page 121 


' to 


“You’re right . . . let’s use Times 
Roman body.” 





Seattle at Day and Night . . 


. Daytime shot got detail of 


buildings. Added exposure after dusk picked up building lights. 


Otis Elevator Co. won an ABP award built around spectacular 
color shots of 12 cities. Here's the story behind the complicated 
task of getting a uniform set of pictures by remote control. 


By Ken Smith 
Art Director, G. M. Basford Co. 
New York 


Much ingenuity is required to 
make ads interesting and when they 
finally turn out that way you forget 
all about buying that little motel in 
the country. You decide that art 
directing isn’t such a bad way of 
making a living after all. 

Let’s take a specific example: 

Until last year we were doing 
some hard selling in our Otis adver- 
tising on the features of operator- 
less elevators. Our chief competitor 
was following along with this step 
by step. Because of the competitive 
nature of the two campaigns, we 
felt our readers were confused by 
the endless array of details. 


> Otis and J. C. Snape, Vice-presi- 
dent of G. M. Basford, the Otis 
agency, agreed that comparative de- 
tails could best be handled at the 
personal selling level, that a corpo- 
rate campaign set against a back- 
ground of quality and leadership 
would give the Otis salesmen the 
best support advertising could con- 
tribute. 

How could we do this pictorially? 

What would be the commercial 
art problems? 


> There could be no great Ameri- 
can cities and skyscrapers without 
the original invention of the ele- 
vator by Elisha Otis back in 1853. 
What better illustrations could we 
conceive than actual pictures of the 
skyscraper cities that have been 
made possible by Otis’ invention! 

But so many interesting four- 
color daylight photographs of cities 
have been made over the years that 
they have become commonplace and 
expected. We had to add an ele- 
ment of novelty to these four-color 
pictures. 


> The most dramatic time of the 
day in any city is that of a clear, 
cold winter night when closing time 
at 4 o'clock finds the city dark and 
every window lighted. But, as you 
know, at night all cats are gray. 
It’s the same with buildings. The 
dramatic coloring of the day is gone. 

We worked toward a multi-ex- 
posure photograph of each city. We 
decided our photographs of these 
cities should begin while the sun 
was shining on the buildings and 
the color was still obtainable. 

The camera would be set and 
locked into position, daylight expo- 
sure taken to establish color and 
define building forms sharply. Pick 


up a sunset if possible. Take pro- 
gressive night shots as the light 
faded, then the full night lighting 
in the buildings and of traffic 
burned in atop the daylight expo- 
sure. 


> You may wonder how an art di- 
rector sitting in New York could 


One Ad in Series .. . Atlanta and 1] 
other cities were included to blanket the 
nation in color photography 
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Pepsi-Cola International Pano- 
rama, a magazine of places and 
people, reaches people around 
the world, builds recognition 
for Pepsi-Cola as a product as- 
sociated with the better, hap- 
pier side of life. 


When your 


story must be 
convincing... 
PHOTOGRAPHY 
does the job 


What better way to say 
people take naturally to 
“Pepsi” whether in Leo- 
poldville or Lichtenstein. 
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Here comes a parade—and “Pepsi” gives 
a welcome lift to a young spectator. 


Photography 


This picture leaves no doubt that Netherlanders are neighborly. 


speaks in every language 


To tell its story in 75 countries, Pepsi-Cola puts 
pictures to work to add meaning to the product’s 
global billing as *‘*the refreshment of friendship.’’ 


ITH markets around the world—and with an 
W atmosphere of amity and understanding to 
build up— Pepsi-Cola International publishes 
“Panorama,” and gives the brunt of the job to 


as the mail-room boys—you can tell it effectively 
with photography. 


For with photography, people are real, situ- 


photography. ations are authentic and convincing. This is what 


, makes photography such a powerful salesman. 
Photography knows no language barrier. It is P 
clear and interesting to all ages. It appeals to 


Some of the sales and merchandising tasks it can 
everyone. 


do are listed below. Check them over. They are 
all places where photography can sell, save time, 
or reduce costs. 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


Whether your message must reach people of 
foreign tongues, the chairman of the board as well 


Here are some of the ways Photography helps build sales: 


Plans and Presentations—Slide films— 


parencies— Photoengraving- 
Movies— Easel presentations— Portfolios. 


Photocopying. 
Trade Shows— Background murals— Motion 
pictures—Slide films— Descriptive booklets 
and pamphlets—Plant and product photos. 


Advertisements — Illustrations for maga- 
zines— Newspaper— Direct mail—Sales and 
service literature—Calendars—Car cards— 


Billboards. 


Market Research—Product application 
photos—Customers’ buying habits— 
Displays 


Would you like this free booklet 
on Kodak new Color Print 
Material Type C? Write 
Eastman Kodak Company, 


Rochester 4, N. * 


Sales Training and Service —Salesmen’s 
portfolios and bulletins—Stills—Slides 
Movies—lInstallation and service manuals— 


Customers’ instruction books 
Merchandising ideas 


Photocopying charts and reports. 


Labels— 


Photo lettering— 


Television Production 
Spot commercials 


Set backgrounds— 
Animation. 
Packaging — Product pictures 


oo Bs Stockholde r notice s— 
“How to” explanations 


Public Relations 


Employee papers—Institutional movies 


» ~ - . . 
Photo composition. Slide films. 


House organs— News releases 


Merchandising 
photos 


Background 
Installation or 


Displays 
Jumbo cut-outs 
application photos 


Administration —Offce layout plans 
progress reports—Office copying— Micro- 
filming of records for storing— Miniature 
prints of ads for schedule boards. 


Demonstrations. 


Printed Production — I|lustrations— Trans- 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. S-9 e Telephone: MI chigan 2-5651 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


1tO:-Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph, 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if 
turned. 


Write for 
folder! 


DIVISION OF 


FOO, 


NGEL, INC. 


7 
728 Wash. Ave., S.E., Minneapolis 14, Minr 
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get these pictures from cities across 
the U.S., and do it economically. 

When we decided on the 12 
cities to be featured, we wrote to 
their chambers of commerce, asking 
each to recommend several out- 
standing color photographers. We 
corresponded with them regarding 
price and possible performance, and 
made our selection. 

In each city we had him contact 
the manager of the local Otis office. 
Together they selected the camera 
point from which the picture could 
be taken, not only to get the best 
statement of the city but to avoid 
featuring buildings equipped with 
competitive elevators. 

Example: Radio City, equipped 
with competitive elevators, could 
not be featured, so we shot from 
the Rainbow Room atop it, for the 
downtown skyline with the Empire 
State Building. Anyhow, Otis has 
the majority of elevators in each 
city, and our copy wasn’t bashful 
on this point. 

We gave each photographer a 
suggested procedure and let him go 
to work. Pictures were taken and 
submitted to us for consideration. 
Errors were pointed out and after 
not too much effort we secured the 
photographs we wanted. None were 
perfect. But we had something to 
work with. 


> As an art director who has to pre- 
pare art for platemaking I would 
like to say that many transparencies 
came into my office with too sharp- 
ly defined basic color. Some were 
blue, some were absolutely red. 
Some were overstated in one area 
and understated in others. Some 
were way out of register. That 
brought us up to the next problem. 

The engravers preferred not to 
shoot directly from the transparen- 
cies, which came, incidentally, in 
sizes varying from 3x5” to 8x10”. 
To please them, we turned to dye 
transfer prints. These were first 
corrected and then retouched. 

In some instances, pictures had to 
be taken during the summer 
months, which resulted in the need 
for some color correction, and in 
these cases, people had all gone 
home before it was dark enough 
to light up the offices. 

Almost universally, the window 
lighting was done by retouching. 
This created considerable interest 
among readers who wondered how 
we got sunlight falling on the build- 
ings while the windows were all 
lit up. 

But people familiar with the cities 
shown literally walk down the 
streets and identify building after 
building. 


» Some become so fascinated by the 


Photographic Credits 
Atlanta—Timothy Galfas 
Buffalo—Edward Gray 
Chicago—Oscar & Associates 
Cleveland—Howard Newmarker 
Dallas—William J. Davis 
Detroit—_Jam Handy Organization 
Miami Beach—Ed Finley 
Minneapolis—Don Berg 

New York—Alex Langley 
Philadelphia—Cortlandt V. C. Hubbard 
San Francisco—B. H. Arbing 
Seattle—Bob & Ira Spring 


illustration they study it carefully, 
as one might study a painting. 
Others try to guess from which 
building the photograph was taken. 
Many, who ordinarily would not 
pause to look at an elevator adver- 
tisement, are enticed by these illus- 
trations. 

Relationship between the photo- 
graph and the product is an indirect 
one, with some desirable advan- 
tages. The ads engender a high de- 
gree of involvement with readers, 
that elevators are indispensable and 
safe. It is significant to note that 
only a few readers state that the 
illustrations have no meaning for 
them. 44 


East, West... 


Photo Studios 
Blanket Nation 


There’s no photographic assign- 
ment too tough or unusual for the 
intrepid cameramen described be- 
low, if studio releases and catalogs 
are any gage. Whatever the photo- 
graphic specialty you need, there’s 
likely to be a studio for it, ready 
with a live photographer and/or 
stock photos. 


Gowland’s 
Girls 


Tall or short, dark 
or fair, Hollywood 
models as_ photo- 
graphed by Peter Gowland are on 
view in a new catalog. The Santa 
Monica, Cal., photographer has as- 
sembled a collection of 684 pictures 
from his vast file. Settings may be 
loosely called “domestic,” with a 
heavy sprinkling of sports and sea- 
sonal settings. 

Prints are 8x10” glossies, made 
from the original negative and 
cropped to show the subject to ad- 
vantage. Other sizes and finishes 
are, of course, available. Price de- 
pends on the number ordered, the 
size and the use to which the photo 
is put. Model releases have been 
obtained. 

Mr. Gowland and his staff are 
available for special assignments in 
color and black and white. Under- 
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Commercial artists need no longer be 
limited. Now § of the finest layout 
and visualizing papers are available, 
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The Free RCS House 
Organ idea Kit 
contains offset 
printed samples 
ranging from 
simple typed sheets 
to elaborate 
booklets. 


Here’s evidence 
of how offset 
printing and low- 
cost RCS Planog- 
raphy can be 

*§@ tailored to do an 

, effective job for 
you, no matter the 
size of your budget. 


Newsletters are 

| ideal to simplify 
direct-mail 
production, provide 

| continuity, and 

| coordinate your 

| promotion. 


| Offset gives art 

| work the versatility 
to make ideas 
more effective. 
RCS offset printing 
assures quality that 

| is @ hallmark of 

| good reproduction 
regardless of cost. 


Send for the 

House Organ idea 
| Kit or an estimate 
| now! 


OFFSET PRINTERS 


123 N. Wacker Dr. 
Chicago 6, Illinois 
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water photography is also offered. 

The catalog may be secured for 
$2 from the photographer at 609 
Hightree Road, Santa Monica, Cal. 


Underwater 
Photography 


You don’t have to 
be a deep sea diver 
to get those under- 
water shots—leave that to the 
cameramen. Ed Scherck Studios, 
New York, is specializing in sub- 
marine photography for advertis- 
ing. 

Silver Springs, Fla., is the loca- 
tion, the site used by major Holly- 
wood studios for underwater bal- 
lets and other aquatic sequences. 
Photographer Bruce Mozert has 
joined forces with the Scherck 
staff, bringing along some of his 
inventions for underwater shots. 

According to a studio release, ad- 
men will now have access to 


@ Complete mazda, flash and strobe 
underwater studio lighting 


e All types of underwater camera 
equipment 

® Crystal-clear 72° underwater stu- 
dio environment 

@ Photo-sub boat for dry under- 
water direction and shooting 
® Diving equipment, boats, 
and set-building facilities. 


props 


If they’re working on accounts 
featuring shrinkproof fabrics, 
waterproof cosmetics or moisture- 
proof packaging, admen will find 
“new drama in this underwater me- 
dium,” the studio suggests. 


Florida 
Flair 


If you like your 
photos with a 
semi-tropical fla- 
vor, consider the recent portfolio 
of samples released by Fotos from 
Florida, Hialeah, Fla. This file con- 
tains current data on available pic- 
tures and photographers throughout 
the state. 

Each contributor has rounded up 
a sample of his work and briefly de- 
scribed his specialty. Product illus- 
trations, outdoor life scenes, chil- 
dren’s pictures, architectural photos 
are just a few of the types available. 

The folio is a product of the 
Florida Photographers’ Assn., which 
designed it to foster a fast working 
relationship between client and 
photographer. All sale and lease ar- 
rangements are made directly with 
the photographer whose key num- 
ber appears under each photograph 
shown in the folder. 

- for more details circle 422, page 121 


Stock Photo 
Encyclopedia 


From the enor- 
mous photo library 
of H. Armstrong 
Roberts, Philadelphia, comes Vol. 
9 in its catalog supplements. Chock 


full of stock photo specimens, the 
spiral-bound book ranges over sub- 
ject matter from “Ailments and 
Accidents” to “Workmen.” The 
emphasis is not on the grim, how- 
ever, but on appealing portraits that 
can be adapted to varied advertis- 
ing and editorial uses. 

Prints are usually 8x10” glossies, 
with prices based on use. Photo- 
graphs not shown in the catalog 
may be examined on ten days’ ap- 
proval. Color transparencies are 
also available. 

The catalog is well indexed and 
provides complete details on the 
studio services. 

+ « for more details circle 423, page 121 


Twin Water Container . . . For artists 
and retouchers, these two plastic trays 
keep clean and dirty water separate, 
hold brushes in rollaway rest on top. 


Water-Caddy Includes 
Built-In Brush Rest 


A twin water-container with a 
rollaway brush rest for artists’ and 
retouchers’ use has been developed 
by King Graphic Products, Ruther- 
ford, N.J. Molded out of heavy plas- 
tic, the two containers (for clean 
and dirty water) rest snug in an 
anti-tip tray. Brushes may be 
placed on the top, will not fall or be 
knocked off in normal use. 

The “Water Caddy” is priced at 
about $2. « 


Tapes Take Tedium 
Out of Chartmaking 


DuPont Mylar has been pressed 


into service for American Chart 
Service’s self-sticking tape, printed 
in red in various widths. A sample 
of this high-strength, nonbrittle 
tape, which comes into its own 
polyethylene bag, is offered by ACS, 
Somerville, Mass. 

With Mylar and acetate fiber 
tapes, charts, layouts and other 
visual presentations can be pre- 
pared easily and economically. Six 
widths—from 1/32” to 1”’—are 
available in printed patterns of 





NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National. Assoc. Award for 3 straight years, is 
unequalled for quality, “‘true-to-life’’ color and 
they're backed by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for dealer promotions. Made from trans- 
parencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king size cards, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome® 
postcards —- made only by 
Colourpicture. 


Remember, there is no card 
**just as good’’ as Plastichrome. 


Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


392 NEWBURY ST., BOSTON 15, MASSACHUSETTS 


ATTENTION: AD MANAGERS 
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Write or phone now and receive your new 1957-58 
catalog. Gives you facts on 3,000 prem 
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WRITE © PHONE « TODAY 
Supply of catalogs limited 
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INTERNATIONAL LIST co INC 
55 EAST WASHINGTON ST., CHICAGO 2, ILLINOIS 
DEarborn 2-0580 
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CARDS se reste OR ON LOCATION 


yUST OUTS 


KENS KLIP ART 
100 BIG PAGES of modern 
humorous illustrations 
ready for you to clip and use 
$25 Complete 
Send for free sample page 


KENS KLIP ART 
P_O BOX 871, CINCINNATI 1. OHIO 





Mylar; nine in acetate patterns and 
solids. 

Both materials will reproduce 
photographically. ACS Mylar is ex- 
tremely thin and has a long-lasting 
adhesive. It withstands the heat and 
pressure of blue-printing equip- 
ment better than cellophane, ac- 
cording to the producer. 

A descriptive folder accompanies 
the sample. 

- for more details circle 424, page 121 


Capsule Color News 
Screens New Products 


A time-saver for admen who 
want to keep posted on develop- 
ments in color photography is Kur- 
shan & Lang’s Color Data News, an 
occasional newsbulletin issued free 
to customers and others interested 
in the field. K&L, whose laborato- 
ries specialize in color processing, 
relay manufacturers’ news, in cap- 
sule form, via their two-page bulle- 
tin. 

Recent issues have dealt with 
Type C Color Prints, the new alter- 
native to dye transfers, which can 
be used for three- or four-color 
reproductions. High-speed color film 
processing is discussed in another 
issue. The lab freely offers its ex- 
perience as a guide in using new 
products, evaluating performance, 
cost, etc. 

+ for more details circle 425, page 121 


Polaroid Booklet 
Sparks Speeches 


Some new wrinkles in speech- 
making—with the emphasis heavy 
on audio-visual aids—are provided 
in a new booklet prepared by the 
Polaroid Corp., Cambridge, Mass., 
in On Your Feet. The illustrated 
booklet discusses continuous slide 
shows and their pitfalls, using occa- 
sional slides, placement and size of 
the screen, titling, and related ques- 
tions. Of special interest is a section 
on “Speechmaking Novelties, 
pointing out how speakers can cap- 
italize on Polaroid pictures and 
slides for last-minute effects. 

The speaker’s guide is available 
free of charge. 

- for more details circle 426, page 121 
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“All this heavy equipment seems to 
give Pettijohn a tremendous sense of 
importance.”’ 





GIANT * 


in any size—up to 
room size... hundreds 
of effective promotion 


possibilities z 
ARROW PHOTO COPY CO. 
414 S. State St., Chicago 5 
HArrison 7-9515 
251 E. Grand Ave. *« DElaware 7-5560 
919 N. Michigan Ave. « WHitehall 4-7133 





IS 
$0-0-0 
EASY 

TO 
OPERATE 


Largest copy 
board, 27x32. 
Largest view- 
ing area, 
24x24. 
Smallest floor 
space, 24x36. 
Line & half- 
tone nega- 
tives. 

Sharp image. 


Calibrated 
scaling. 


Model A 


$485.00 


Model B 


$269.50 | 
f.o.b. 


Sold Only Through Dealers a Compact 
‘ 


TABOUR- 
TRAY 


® Makes 
any 
table a 
taboret. 

© 12°x17* 


$4.98 


Manufactured by 


a GOODKIN Co. 


24 BEACH STREET © NEWARK 5. N. J, 
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Projector rides along to sell tires 


Aboard 3 giant trailers of The 
Firestone Tire & Rubber Company 
ride 3 RCA 16mm Sound Projectors. 
They bring to dealers across the 
country the latest sales training films 
on tires and all the many other 
products in Firestone’s varied line. 


Your film programs may sell or train, 
inform or entertain. They do it per- 


Write for free film planning book 
“Film... Projectors ... Ideas.” 
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fectly every time on an RCA Pro- 
jector. Engineered with all the steady 
dependability of RCA’s famed the- 
atre line, an RCA Projector oper- 
ates like a breeze. Thread-Easy film 
path helps you get the show going in 
a jiffy. Extremely quiet operation 
keeps attention on the film. Precise 
sound reproduction gets the most 
out of every film’s sound track. 


For firsthand proof of the simplicity 
and efficiency of these projectors, 
call in your RCA Audio-Visual 
Dealer. He’ll be glad to demonstrate, 
glad to let you run your films on one. 
Look him up in the Yellow Pages 
under “‘Motion Picture Equipment 
and Supplies’... very soon! Radio 
Corporation of America, Dept. 
X-283, Building 15-1, Camden 2, N.J. 


RADIO CORPORATION of AMERICA 


Audio-Visual Products, Camden, N. J. 


Tmk(s) ® 











Getting Your 
Dalue From 
Color Slides 


When ordering duplicate color slides, you are dependent on your color 
lab for quality; here are some criteria for judging and 
some suggestions for getting the greatest life from your slides. 


By Harold F. Jenkins 
World In Color Productions 
Elmira, New York 


The color slide, the color filmstrip 
and the color motion picture all 
have their places in industry. Each 
has its advantages and its disadvan- 
tages. 

One of the advantages of the slide 
is its ability to serve as the original 
for an unlimited number of dupli- 
cates. This discussion, while aimed 
specifically at the duplicate slide, is 
also applicable, in the main, to the 
filmstrip. 


> When we talk about a duplicate 
slide in this article, we shall mean 
the standard transparency, on 35mm 
film, in a mount that measures 2x2”. 
This standard slide can be made 
from any original transparency up 
to 4x5”. 

However, in making the originals, 
it is important to bear in mind that 
duplicating systems enlarge the field 
slightly. This means that portions 
of the edges of the original are 
trimmed and they will not be visible 


in the duplicate. Where measure- 
ments, markings, or other important 
parts of the scene are on the very 
edge of the original, they will be cut 
off in the duplicate. You must make 
allowance for this in making your 
original. The actual trimming is 
very slight; no more than 5% need 
be reserved for this loss on any of 
the four edges. 


> Another question often asked is 
about the size of the original for the 
best duplicate slide. Should you 
start with a 35mm slide, a Bantam 
slide, a maximum 4x5” shot, or 
some intermediate size? 

For technical reasons, the 35mm 
original will give the truest colors 
in the duplicate. When you reduce 
from the larger sizes, you may get 
copies that are slightly sharper, but 
you will increase the possibility of 
a slight color shift or variation. The 
shift is slight, however, and for all 
practical purposes, such a 
change is of minor concern. 


color 


> How much should you pay for a 
duplicate slide in color? The cost 


varies widely among _ laboratories, 
and the quality you can expect 
bears only slight relation to the 
price charged. 

There is a very limited number 
of concerns which manufacture base 
stock and processing chemicals, and 
prices do not vary widely. Price 
variations that are found in sched- 
ules of different laboratories depend 
largely upon their operating costs 
and overheads. 

While there are a number of fac- 
tors involved in judging a film lab- 
oratory, service, reliability, and so 
forth, quality can be judged most 
objectively by examining the sharp- 
ness and the color of the slides pro- 
duced. These provide the safest cri- 
teria. 


> Unfortunately, color accuracy 
varies widely among producers, and 
the best color can be expected from 
that which uses the greatest care in 
light control, temperature control, 
and in the selection of color correc- 
tive filters. It is a matter of careful 
procedures, and this is not neces- 
sarily related to the price charged 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 

ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

Made of Metal Compact and Attractive. 
Over 150,000 in Use 


Full price $4.9°° with cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


53 West 42nd Street @ New York 36, N. Y. 


24-PAGE BOOKLET NO. R-300 
Without Obligation 


SAME DAY 


slide 


SERVICE! 


on all types 


including color! 


ADMASTER is New York's top 
resource for any and all types 
of slide preparation work. For 
every type projector e)fela a 
and-white or color... one-of-a- 
kind or large runs. Put Ad- 
master’s “‘know-how” to work 
for you ... no charge or obliga- 
tion for technical assistance 


FREE BOOKLET containing 
price lists, ideas and how-to-do- 
it information on more than 200 
photostatic, photographic and 
slide services available at Ad- 
master. Write or call 


Admaster 


PRINTS INC. 
1168 6th Ave., N. Y. @ JUdson 2-1396 
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by the laboratory. Only experience 
can be relied upon. 

Another factor that affects color 
is partially beyond the control of 
the individual laboratories, but even 
here, the care with which the lab 
works can affect the quality of the 
end product. It arises from the fact 
that different batches of color film 
emulsions vary from one to the 
next. The color balance is different. 
To some extent, this can be cor- 
rected through the proper use of 
color filters, and instructions to the 
lab are included with each batch. 
Nevertheless, some color variations 
are unavoidable. For the purchaser, 
this means that if color consistency 
is important, order all the duplicates 
you may need at one time, and ask 
the lab to make sure that it is all 


run through on a single emulsion 
batch. 


> Sharpness of image is not easy to 
observe, but a good eye and a 
strong magnifying glass can detect 
variations. You must expect some 
deterioration in duplicates, but it 
can be held down to an almost un- 
detectable difference. 

Other factors in judging duplicate 
slides are not as easily observed as 
sharpness and color, but they may 
be equally important. 


> Look at the mounting of the slide. 
Glass mounting, whether taped or 
in plastic or metal holders, does 
have the advantages of keeping dirt 
off the surface of the slide. How- 
ever, glass is fragile, and if it 
breaks, you may have the problem 
of replacing the glass plus the pos- 
sibility of damaging the film emul- 
sion. 

The standard cardboard mount is 
simple and inexpensive. It is prob- 
ably the least troublesome, is light 
in weight, inexpensive to ship, gives 
no packing problems, and is sur- 
prisingly rugged. 

However, it is not as simple to 
mount film in a cardboard mount 
as it may seem. The trimmed piece 
of film must be placed between the 
two pieces of cardboard, and sealed 
under heat and pressure. If too little 
heat is applied, the mount may 
come apart in use, may cause the 
film to buckle and get out of focus 
during projection. Too much heat 
can cause a buckling or a bulging 
of the film. This can be detected by 
simple visual inspection. 


> Another fault, unfortunately not 
an obvious one, is the failure of 
some producers to adequately fix 
the colors in the slide. All dyes will 
fade in time, but fading is accel- 
erated if the fixing solutions are too 


weak or are not changed often 
enough. 

Visual inspection will not reveal 
this fault. About the only way to 
detect this is to expose a sample to 
direct sunlight for a period of sev- 
eral months. In normal, bright sun- 
light, a slide that has been properly 
fixed should remain relatively 
stable for four or five months, with 
practically no color change. In actu- 
al use, this period of stability 
should last for a number of years, 
since it is exposed to the bright 
lamps of projectors for relatively 
short periods. 


> Stereo, or 3-D, slides have basi- 
cally the same problems and con- 
siderations as standard 35mm slides. 
They are printed in the same way 
on the same kind of stock and proc- 
essed in the same solutions. There 
is, of course, no problem of reduc- 
tion, since virtually all stereos are 
taken and viewed on 35mm film. 

In making duplicate stereos, there 
is one additional factor that may 
have to be taken into consideration. 
In making quantity stereo dupli- 
cates, the usual practice is to make 
the desired number of one of the 
two shots, then to go back and make 
an equal number of the other. Vari- 
ations in light control, and in other 
phases of processing, can sometimes 
result in one half of the stereo be- 
ing noticeably lighter or darker 
than its twin. A few labs print both 
halves at the same time, giving the 
highest possible degree of matching. 

Another thing to watch out for 
in stereo duplicates is the proper 
mounting. With the two shots look- 
ing superficially alike, it is easy to 
get them interchanged. Careless 
mounting will result in the two 
shots being reversed, or sometimes 
in using the same view twice in a 
single holder. Either of these errors 
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will play havoc with the dimension- 
al effect. 


> Handling and storing color slides 
properly is really simple. 

Following these simple precau- 
tions will result in longer life for 
your slides: 


® Store slides in darkness. A dark 
container or file will do. 


® Avoid moisture. 


® Don’t store quantities of card- 
board slides wrapped with a rubber 
band or tightly-tied cord. Over a 
period of time the outer few slides 
in the pack may become warped. 
The rubber, if it touches the sur- 
face of a slide, may discolor it as 
well. 


® Keep slides away from any moth 
preventive. These chemicals will 
cause the formation of bright pink- 
ish spots on the emulsion. 


@® Clean your slides before each 
use. A soft brush, available at any 
photo store, is best for dusting. 


® Fingerprints and other spots can 
usually be removed. Use a soft 
piece of velvet, preferably white, 
which has been moistened in carbon 
tetrachloride. Rub gently, but be 
sure to brush off loose dust first 
with your brush. 


> With care in selecting your lab- 
ratory, and with care in handling 
your slides, you can expect to get 
many years’ use from your dupli- 
cate slides. 44 


Sales Training Films 
Feature Top Salesmen 


A new series of sales-training 
films produced by the Jam Handy 
Organization, Detroit, offers train- 
ees the experiences of 14 of the 
country’s top salesmen. 

Presenting their sales tips in five- 
to-ten-minute talks, the speakers 
include Alfred C. Fuller, founder 
and first salesman of Fuller Brush 
Co., showing how a customer’s ob- 
jections can be used to help a sale; 
Mrs. Brownie Wise, vice-president 
and general manager of Tupper- 
ware Home Parties, on getting en- 
thusiastic about your product; and 
H. Bruce Palmer, president of 
Mutual Benefit Life Insurance Co., 
on closing the sale. 

The executive's methods are 
dramatized in the films by profes- 
sional actors who show the right 
and the wrong way to handle typi- 
cal selling situations. 

Running time of each of the six 
16mm films is 20 to 30 minutes. 44 
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—Color Data News" —a 
complete news bulletin on 
the latest techniques and 
information on Dye Transfer 
Color Prints. 


Use these quality color 
services—all performed 
by expert technicians 
in our own plant: 


IF YOU WORK WITH COLOR — 
WORK WITH KURSHAN & LANG 


FLEXICHROME 
DUPLICATE 
TRANSPARENCIES 
SLIDES —FILMSTRIPS 
Dye Transfer Copying Art Work 
Type C—Printon COLOR ASSEMBLIES 


Write today for your free copy on DYE 
TRANSFER COLOR PRINTS! 


COLOR FILM 
PROCESSING 
COLOR PRINTS: 
Reprod Dye — 


Color 
Service, Inc. 


kurshan & lang 
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10 E. 46th St.,N. Y¥.17, Dept.A9 MU7-2595 


TEL-A-STCRY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 
will sell your prod- 
uct using twelve 
35mm or 2” x 2” 
square transparen- 
cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. §S. 

for illustrated brochure 

e and prices 


DRAWS CONVENTION 
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Attention 
getters: 


MACK’S 
‘‘“MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church 
San Francisco 
Phone: MI 7-5377 


“They used the Dog - 
Food cut in the Cookie 
Company ad!’’ 





Title Page . . . Using an album as the 
theme tied together a variety of products. 


Pick-up Illustrations . . . Taken from a 
full-color catalog, the sheets were laid 
on a grey textured background. 


Actual Products . . . A pattern was cre- 
ated with chrome-plated items, plastic 
letters on a red suede paper. 


Subtitle Format . . . These simple forms 
tied in with the album idea, led into 
sections of the story. 


Unique Slide . . . The only piece of art- 
work made especially for the series. 
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Making Your Own 
Slide Presentation 


For an internal presentation, American Machine 
and Foundry Co. used a set of home-made slides 
with taped commentary that filled the bill. 


By Ted Sanchagrin 
AR Eastern Editor 


Far too many company films and 
sound slides have one common fail- 
ing. Art and narration are so pol- 
ished that the message itself gets 
lost amid the technically perfect 
photography and the precise, pro- 
fessional voice. 

But there’s an equal danger in the 
opposite approach. Amateur handi- 
work is not the solution either, 
whether the company is small and 
practically unknown or large with 
national prestige. Neither extreme 
was reached at the American Ma- 
chine & Foundry Co., although a 
sound slide presentation it produced 
incorporated the best features of 
each. 


> AMF’s growth and diversification 
in the postwar period has been so 
rapid that its visual aids were 
needed faster than they could be 
produced. Yet it needed something 
to explain the company to newly- 
hired engineers, and in a hurry. 

Faced with such a problem, Victor 
Ancona, manager of the visual aids 
department, solved it neatly with a 
do-it-yourself approach. His hobby 
is taking and showing color slides of 
his family, and his pre-AMF back- 
ground is direct mail production. 
Over a weekend he snapped at least 
70 slides explaining the company, 
and handled the tape narration the 
next week. 

He worked from black-and-white 
publicity photos, catalogs and ad- 
vertising material plus setup cigar, 
cigaret and food shots, one showing 
homebaked food, another with his 
daughter eating her mother’s sam- 
ples. AMF is in tobacco packaging, 
bakery mixing, stitching and pin- 
setting machines. 


> The slide presentation met its 
original purpose. It is brought up to 
date when necessary, incorporating 
or changing information on the 
company’s 45 divisions and subsidi- 
aries. There is only one finished set 
which goes to the divisions and 
subsidiaries when called for, and is 
shown in the New York office to 
visiting VIPs. 

It not only explains AMF’s inter- 
est in tobacco, baking, stitching and 
bowling, but also gets into such 
categories as general industry, con- 
sumer, defense, atomic energy and 
people and plants. The presentation 
most recently was shown to a visitor 
from Japan interested in an AMF 
atomic energy reactor plant. 


> The beauty of the film lies in the 
fact that it’s neither overly profes- 
sional nor amateurish in photog- 
raphy or narration. 

One magazine holds 36 glass- 
mounted slides and the second holds 
30. The slides are activated by an 
inaudible tripping signal on one half 
of the taped narration. The other 
half of the tape holds the Ancona 
narration. The immediate impres- 
sion of the viewer is: 

“Good voice. Nice diction. But 
different. Haven’t heard this one be- 
fore.” 

Mr. Ancona first worked up a 
rough script, which consisted of no- 
tations on 3x5” cards, and he filled 
in the narration on these cards 
when the slides came back from the 
processing laboratories. With this 
method he was able to add or elim- 
inate slides and cards. 


> Working with a Canon camera, 
a tripod with a crossbar for two No. 
2 floods, he photographed all setups 
on his floor. He consumed three 


September 1957 + ar * 63 





Oravisual Aids 


speed understanding 


They can help you say it better, 
easier, and with greater impact. 


Portable Whiteboard Easels, Giant Roll- 
Around Easels, Heavy Duty Chart Easels, 
High-Low Easels, Portable Aluminum Lecterns, 
Folding Flannel Boards & Magnetic Chalk 
Boards, Giant Paper Pads, Wall Easels 
and many other visual aids— 


Designed by oral-visual specialists 
and produced by the world’s largest 
manufacturer of  all-aluminum 
equipment for group communication. 


Write for free 24 page catalog. 


ORAVISUAL COMPANY, Inc. 


FACTORY, BOX 609 A-ST. PETERSBURG 2, FLA. 


Are you a 
Sales Executive with 
another sales meeting 

to spark? 


Do you want to 
jar loose the men 
who have been to 
“too many” sales 
meetings? 
Do you need a presentation tech- 
nique that is fresh and clear... 
and yet has plenty of muscle? 
We have the techniques (tested 
ones) and the ability to get in- 
side your problem and come out 
with a visual solution. (Why don’t 
you phone us and see?) 


The Chartmakers, Inc. 


SPECIALISTS IN 
Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 
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rolls of 36-shot Kodachrome. 

Titling was done on white Mitten 
letters, a Futura-type three-dimen- 
sional letter in 34” plastic. Titling 
was part of most setups. The color 
background consisted of flock paper, 
in red, green or gray, depending on 
the color of the publicity, catalog or 
advertising material. 

The idea for the presentation was 
woven around an album of products. 
The individual slides retained the 
album impression with spiral bind- 
ing and titling. 

Narration was taped on a Webster 
Electric Cine-Audio, with signal 
activation on the second half of the 
dual track. He likes this particular 
recorder because it enables him to 
cut out easily at any time for a 
breath or cough break. 


> To the beginning, first magazine 
break, and end he added a musical 
background, taken from a recording. 

For protection of slides from fin- 
gerprints and to avoid the popping 
of film under projector lights, the 
slides were mounted in a glass-type 
plastic. They’re shown in a Revere 
888 projector. All told, the two mag- 
azines take 22 minutes. 


> While the presentation has been 
successful internally at AMF, this 
home approach does not mean that 
the company is going into the pre- 
sentation production business itself. 

“It served our immediate purpose, 
but to do it again would depend on 
the individual circumstances in our 
ease, considering the product, the 
problem and other factors,” Mr. An- 
cona said. 

From here on in AMF plans to 
duplicate the slides and narration 
for further internal use, and perhaps 
some external use, if there is a de- 
mand for the presentation. 


> For those who would like to try 
making such a production them- 
selves, Mr. Ancona has developed a 
set of rules that he finds helpful: 


1. It’s easier to put on an effective 
show with slides than movies. 
There’s no cutting and splicing and 
picture area is easier to see and 
handle. 


2. Arrange slides in groups, chron- 
ologically or by years, or what have 
you. 


3. Edit your slides, removing those 
too similar, light-streaked, poorly 
exposed, poorly composed or lack- 
ing in interest. 


4. To make the presentation inter- 
esting, make it at least ten minutes 
long and not more than 25 minutes 
long. Show slides between five and 


15 seconds each. Vary the lengths 
of your groups. 


5S. In preparation, number your 
slides. Add titles here and there. 
They help pace and pause. 


6. For each slide make up a 3x5” 
card, numbering, titling and de- 
scribing the scene with notes on the 
card. Set it aside; narration comes 
later. 


7. Choose your music. It’s best to 
have music behind the titles only. 


8. When you have completed narra- 
tion and music, test the presentation 
with a rehearsal. Your helper can 
give you a fresh viewpoint, or pin- 
point changes for a better presenta- 
tion. 44 


Intercom System 
Needs No Wires 


A low-price, two-station inter- 
com system that works through the 
regular electrical circuit without 
additional wiring, is described in 
an illustrated leaflet from Masco, 
the Mark Simpson Mfg. Co., Long 
Island, N.Y. 

Designed to work on a simple 
plug-in installation, the Masco 
Wire-Less-Com answers the need 
for low-price communicating equip- 
ment. 

A two-station system is listed at 
$49.95, and each unit in the system 
is 642x33/4x410”. 

Additional information is availa- 
ble. 


- « for more details circle 427, page 121 


Request Records Develops 
Background Music Guide 


To aid film producers and pro- 
gram directors select background 
music for radio and tv shows, Re- 
quest Records, New York, has is- 
sued a mood-music guide that 
breaks down 103 selections into over 
400 categories. 

Designed to be used in conjunc- 


Congratulations Those were 
pretty realistic pictures you got for 
our safety film! 
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KRUEGER KNOWS coLor/one of a series 


“Whoo.. .whoo... 
whoo... 


produces Micro-Color’ lithography”? 


Only Krueger. And there are many 
reasons why: e exclusive Micro-Color 
Process e staff of 40 color artists e we 
make our own color separations and 
plates @ press sizes up to 52” x 76", 
four-color @ air-conditioned, humidity- 


controlled plant. 


The next time you have a full-color 
lithographic job that must be a 
masterpiece be a wise old owl and call 
that “whoo, whoo, whoo” number, 

and a Krueger representative will be 


desk-side within 24 hours. 


FREE ART PRINTS — Like a set of 9 
animal illustrations appearing in our ads? 
Reproduced in 8 colors on fine art-print 
paper — with no advertising. 


Write or phone our nearest office. 


BRU. S. Pat. Office 





®| W.A. KRUEGER CoO. 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. ¢ Milwaukee 8, Wis. ¢ TWX MI-139 e WEst 3-3900 
CHICAGO OFFICE: 600 W. Jackson Blvd. ¢ RAndolph 6-7117 
NEW YORK OFFICE: 4 West 40th Street ¢ Suite 301 e¢ CHickering 4-1353 


Color lithographers for Arizona Highways... fabulous scenic magazine 


Now ... produce that 
business film yourself 


at a fraction of “package” costs! 


YOU PLAN IT — write the 
script, decide what's to be shot. 
You don’t need movie-making 
experience. Common sense does 
the job. 


(i ; — _ 

as 

WE DO THE REST — When 
we get your color film, we make 
the black-and-white workprint, 
edit, match, splice, narrate, title, 
record, add opening and closing 
music*, process, and make a 
400-foot, 16mm color release 
print — all for less than $1000, 
and often for as little as $575 !** 
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. YOUR PHOTOGRAPHER 


shoots the footage, according to 
a working outline based on your 
script. He shoots enough extra 
film to permit smooth editing. 


4. SOON IT’S BACK in your 


hands, ready for projection. 
Despite its easy, low-cost pro- 
duction, it’s a smooth, profes- 
sional motion picture. It can 
do the same powerful selling 
job as films costing thousands 
of dollars more! 


FREE BOOKLET, “How to Make Low Cost Business Films,” ex- 


by letting you deal directly with the technical agencies of film 


\ ere ; : : 
plains in detail the proven production formula which cuts costs 


production. No obligation, no high-pressure follow-up. 


*Licensee of the Capitol Records music library 
**Correspondingly low prices for shorter, 


TELEFILM 


'n cornreredorRragyreé oso 


longer and black-and-white films. 


a leading 16mm motion picture 
technical service since 1938 


6039 Hollywood Bivd., Hollywood 28, California 


ADVERTISING 


'| ASSISTANT 


Ideal working and living 
in Southern Connecticut. 


Send resume including salary 


needs to: 


BOX 31, ADVERTISING REQUIREMENTS 


200 E. Illinois St., Chicago 11, Ill. 
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Major industrial advertiser 
has opportunity for young 
man on way up to match his 
growth with a fast growing 
progressive metals manu- 
facturer. Should have solid 
experience in handling 
printing production, coordi- 
nating direct mail and dis- 
tribution. Know media and 
be able to get things done. 





tion with nine 12” LP albums issued 
by the company, the booklet offers 
such listings as: 


Nostalgic 
Nightmare 
Royal Entrance 
Arabian 

Mardi Gras 
French 

Irish 


The selections were all recorded 
in Europe by the World Symphony 
Orchestra and include Musical Por- 
traits of Wall Street, Animal Antics, 
Musical Notes From A _ Tourist’s 
Sketch Book, and others. 

All albums in the background- 
music guide were selected by the 
company for their suitability for use 
in production of programs. 

- for more details circle 428, page 121 


*‘Man-On-The-Go” . . . Radio, tv-news- 
caster Alex Dreier, uses his Peirce Secre- 
tary dictating unit on a helicopter flight 
from atop Chicago’s Merchandise Mart. 


Book-Size Dictator Unit 
Can Operate Anywhere 


No larger than a book, a 44-lb. 
dictation machine from Peirce Dic- 
tation Systems Inc., Chicago, oper- 
ates on two self-contained batteries 
as well as office, auto or home cur- 
rent. 

Called the “Peirce Secretary,” 
the complete dictation unit incor- 
porates instant playback, review at 
any dictation point, full context 
listening, plus end-of-letter and in- 
struction marking on index slip. 

The unit can record 15 minutes of 
dictation and can be transcribed 
on standard office units. 

Additional features of the porta- 
ble unit include a_ press-button 
microphone control that actuates 
the motor immediately thus elimi- 
nating warm-up time, an indicator 
light that shows when the machine 
is running or when the batteries 
need replacement, and an automatic 
erase dictation system that allows 
the user’s voice to wipe out mis- 
statements and insert corrections. 

Additional details are available. 


- for more details circle 429, page 121 










































Guide to Slides & Filmstrips 


If you want to make your own slides or film- 
strips, here are some basic facts you should 
keep on file, including a handy guide to the 
standard dimensions of these audio-visual 
techniques. 


BLACK AND WHITE SLIDE SETS 


For a single set . . try using a positive color 
film as the most convenient and often the least 
expensive way of getting a slide set, even if the 
original material is not in color. Direct positive 
film, which is available most commonly in 100’ 
lengths, yields positive, black and white trans- 
parencies, ready for mounting and projection. 
For certain sizes, the new Polaroid transparency 
film can be used. 
For many sets .. Use regular negative materials. 
Also if you want slides larger than 2x2”. 


LOR TIVE c SITIVE S MASTER NEGATIVE 
v vy v 


BLACK-AND-WHITE SLIDE 


Steps in the preparation of slide sets. Note use of book-face 
typewriter in preparation of above illustration. 


COLOR SLIDE SETS 


For one or, at the most, a very few sets. . 
expose each subject as many times as needed, 
getting a set of originals for each. This is simple 
where there are no living beings in the picture. 
For pictures involving motion, some rehearsing 
can be done to assure similarity. 

If identical slides, or more copies, of a picture 
that cannot be retaken are needed, make dupli- 
cate transparencies. With care, they can fit into 
a set of originals without an unpleasant contrast 
in quality. 

You can use the same camera for making du- 


N 
N 
N 





Standard mask openings in 2 by 2-inch, 3'4 by 4-inch, and 2% by 2%4-inch slides. 





plicate slides as was used for the original pictures 
—a conventional miniature camera for 2x2” slides, 
a reflex-type camera for 234x234” slides, or a 
sheet-film view-type camera for 3x4” slides. 
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BLACK-AND-WHITE FILMSTRIP 


Steps in the preparation of filmstrips 


BLACK AND WHITE FILMSTRIPS 


A wide variety of materials can serve as the 
subjects of filmstrips—location shots, studio shots, 
charts, graphs, artwork. Since these vary so wide- 
ly in many respects, it is better to add the inter- 
mediate step of preparing uniform paper prints 
which can be rephotographed for the master strip 
negative. 

From this negative, positive strips can be made, 
either by printing on a special filmstrip contact 
printing box or with a professional motion picture 
continuous printer. 


COLOR FILMSTRIPS 


For a single filmstrip or very few copies. . 
This can be produced with noncommercial equip- 
ment by copying the original material in the 
proper sequence. This process must be repeated 
for each print desired. This means that each frame 
must be correctly composed, focused and ex- 
posed, and in the proper order, or else the whole 
print will have to be discarded. 

If the original material consists only of reflec- 
tion copy (artwork, color prints, charts) all to 
the same dimension, then a conventional camera 


The illustrations, and most of the text material, has 
been taken from the booklet “Photographic Production 
of Slides and Filmstrips” with the permission of East- 
man Kodak Co., which published it as part of the 
Kodak Industrial Handbook. 
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Slides and Filmstrips 


making a double-frame-size image on 135 or 828 
film can be used to copy the material two pieces 
at a time. A copy camera with a ground-glass 
back is extremely useful for this type of work. 


For handling copy of varying size .. You 
must use a camera making a single-frame-size 
image. The only exception is where original ma- 
terials similar in size and type are paired for 
adjacent frames in the proper sequence. Obvious- 
ly, this is a rare circumstance. 

The main problem in copying is to get a lens 
which will produce an image of the correct size 
from originals which may vary from a miniature 
transparency to large flat artwork. 


For a large number of filmstrips . . Better not 
try to handle this with anything but the best 
equipment and professional skill. Masking is 
usually required, and special’ materials, designed 
for continuous-processing machines, are used. 





Single Frame . . . Using 35mm film, the single frame 
camera is used for filmstrips. 


Opoqve “'balop” or “telop” cord on double-weight grey photographic paper 


Television Requirements . . . These pictures, from an AR 


article in June, show the proper dimensions for artwork 


Selected list of companies which supply 


strip production 


Cameras and Accessories 


Graflex Inc., 154 Clarissa St., Rochester 8, N. Y. 

E. Leitz Inc., 468 Fourth Av., New York 16 

Eastman Kodak Co., 343 State St., Rochester 
4, N. Y. 

Photographic Products Inc., 1000 N. Olive St., 
Anaheim, Cal. 

Photostat Corp., 303 State St., Rochester 14, N. Y. 

Karl Heitz Inc., 480 Lexington Av., New York 17 


TOP OF CAMERA 


FILM TRAVEL 


Double Mask .. . A mask with these dimensions can be 
used to photograph two pieces of artwork with a stand- 
ard 35mm double frame camera. Note the positioning 
of the artwork in relation to the film. 





— 36.3 mm —— 


Double Frame . . . These dimensions are standard for 
most 35mm cameras, and are used for color slides. 


Maximum f 
Scanned 


Area 


Transparent slide in metal mount 


and photography for tv. Opaque materials should follow 
the dimensions on the left, slides on the right. 


equipment useful for slide and film- 


Printers 


Burke & James Inc., 321 S. Wabash Av., Chicago 4 

E. Leitz Inc., 468 Fourth Av., New York 16 

Karl Heitz Inc., 150 W. 54th St., New York 19 

The Morse Instrument Co., 21 Clinton St., Hud- 
son, O. 


Processing Equipment 


The Morse Instrument Co., 21 Clinton St., Hud- 
son, O. 

Nikor Products Co., 41 Mill St., Springfield 8, 
Mass. 
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The Package 
as a Symbol 


What impression does your package give? What 
can you do about its undertones of meaning? 


By Barbara Kaye 
Senior Project Director 
Market Planning Corp. 

New York 


In today’s marketing situation 
various brands within the same 
product field often tend to have few 
discernible physical differences. 
From blind product tests in many 
fields we have found that the most 
loyal of consumers cannot in any 
way differentiate their favorite 
brands. 

Consequently we have postulated 
that the consumer’s brand loyalty is 
determined, not so much on the 
basis of product, but rather on the 
basis of brand image. As we know, 
a consumer’s image of a brand is a 
function of all the consumer’s ex- 
perience relating to that brand... 
the advertising, public relations, 
marketing policies, and, of course, 
the package. 


> A further question we must ask, 


This article is based on a talk presented 
at the Package Research - Conference, 
Plaza Hotel, New York, sponsored by Lip- 
pincott & Margulies. 


in the brand stimuli determine 
brand loyalty. I would like to sug- 
gest that a major determinant of 
brand loyalty is the unconscious 
symbolic communication in the 
brand stimuli. 

There are two reasons which have 
led to this assumption. First, we 
know that certain brands pre-se- 
lect consumers with similarities in 
unconscious elements of personality. 
Let me explain this for a minute. 
Gasoline studies have shown that a 
certain brand of gasoline tends to 
pre-select consumers who are pas- 
sive, dependent personalities. An- 
other brand pre-selects aggressive, 
power-oriented people. Now passiv- 
ity, dependence, and aggression, 
though reflected in behavior, are 
unconscious elements in personality. 
Thus we hypothesize that the brand, 
to select such consumers, must 
communicate to their unconscious. 

The other reason we postulate 
that symbolic communication is an 
essential element in brand loyalty 
is that in certain product fields not 
only the preduct, but the manifest 
claims in the advertisements, pack- 
ages, etc., are indistinguishable. And 
yet, brand loyalty does prevail in 
some of these fields. 


> What is symbolic communication? 
First let me say that any given 
piece of communication can _ be 
thought of as delivering a message 
on essentially two levels ... the 
symbolic level and the manifest 
level. The manifest level is com- 
munication between _ observable 
content and _ conscious, rational 
mental processes. The symbolic 
level is communication between 
latent content in the package, the 
advertising, etc., and emotional 
levels of the mind. 

For example, the manifest content 
of the phrase, “It’s raining outside” 
means exactly that. Symbolically, 
however, a host of feelings are com- 
municated to the emotional levels 
of the mind with this simple phrase. 
“It’s raining’ communicates to 
many, I would think, feelings of 
gloom, depression, anxiety, pessi- 
mism. We see this in the use of rain 
in the movies and tv all the time. 
How often does someone get mur- 


dered in the movies on a fine, sunny 
day? 


> Brandmarkers frequently are like 
abstract art. Their communication, 
but for the initials or name of the 
corporation, is completely symbolic. 
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‘Marcia uses almost any kind 

of paper to draw on. But 
illustration is my business, 

so I select the finest materials 
always ... Starting with HI-ART 
illustration board.” 
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NATIONAL CARD, = 
MAT and BOARD CO. 


PERE Be et eels ee oe Peel 
Broadway, Los Angeles Calif in Canada 
Card & Paper Works, Ltd., Peterborough, Ont 


CAN'T TELL 
IF YOU'RE 
COMING OR 3 
GOING 


when it comes to— © 


SALT X YS 
GUMMED PAPER? WY; 


iliac tilt mela eGR 
containing printed samples of 


flat-as-a-pancake 
GUMMED PAPER 
os he pe br “ 
Ae a eae eerie 
— en ' sehasaniger 
are included t r t 
ide d 


THE BROWN-BRIDGE MILLS, INC. 


TROY, OHIO 


68 + ar + September 1957 














( SMITH ) 
—6 


SMITH 


SMITH 
© 


2BPDD« eae 


Smiths © = 


Pre rao *G 


Here are some mock layouts for 
a brandmark for the Smith Com- 
pany. Just by the use of lines the 
artist has succeeded in translating 
totally different concepts of the 
company. 


® Brandmark 1 suggests security, 
tranquility, gentleness. Looking at 
it, 'd guess that the Smith Com- 
pany manufactures baby products 
or something of the like. 


@e Brandmark 2 communicates feel- 
ings of stolidity, rationality, and 
tradition. What kind of company 
would this be? It might be an ac- 
counting firm. 


e Brandmark 3 is_ suggestive of 
speed, motion, litheness. By just 
looking at the brandmark I'd say 
this might be an automobile com- 
pany or, perhaps, an aeroplane 
company. 


e Brandmark 4 gives a feeling of 
softness, femininity, delicacy. I 
think the Smith Company in this 
instance might be considered a can- 
dy company. 


@ Brandmark 5 communicates feel- 
ings of cleanliness, integrity and a 
kind of weakness. From this brand- 
mark I'd think that Smith might be 
a glass company. 


» And now to packages. Below are 
three rough layouts for a package 
design for vanilla cookies. Mani- 
festly, they all say the same thing. 
That is, that they contain vanilla 
cookies. Symbolically, each package 


communicates different 


message. 


quite a 


1 To me this design suggests feel- 
ings of gaiety, disorganization, per- 
missiveness, irresponsibility. A 
mother might feel, were she to see 
such a package on the shelf, that 
there would be no end to the num- 
ber of cookies her child would eat. 
From this jumble, you'd never 
know how many cookies were miss- 
ing. 


2 This package gives me a dia- 
metrically oppositive kind of mes- 
sage. It communicates orderliness 
and parsimony. One might be afraid 
to take a cookie from this package 
for fear of disturbing the line-up. 


3 The third package design has, for 
me, still another feeling. I think it 
looks angry, sharp and combative. 
Someone said to me that a package 
such as this certainly wouldn’t con- 
tain vanilla cookies; it might be for 
ginger snaps. 

Each of the kinds of feeling which 
these designs evoke can be uncom- 
fortable and disturbing to people. 
No mother wants to feel her child is 
going to consume too many cookies; 
everyone who buys cookies wants 
to feel free to eat them. To make 
the impulses which these packages 
elicit acceptable, we have to sup- 
ply the packages with some ingre- 
dient which will act as a control 
upon or defense against the un- 
pleasant feelings. 


> Let’s look at the package designs 
again and see what kind of defenses 
can be built in to lessen the dis- 
comfort. 


e By placing the cookies on a plate 
and inserting the two linear bands 
we have eliminated the feelings of 
disorganization and irresponsibility. 
Although one would feel free to 
take cookies from the plate, the 
number of cookies one would feel 
free to consume are limited by the 
number on the plate. Thus we 
might say that the plate symbolizes 


VANILLA 


COOKIES 


Designs with Individuality . . 


VANILLA 
COOKIES 
O 


. Each of these three sketches says the box contains 


cookies, but each acts differently in a symbolic sense. 





COOKIES 


& 


authority and control. The cookies, 
of course, still represent the im- 
pulse to eat. 


ee 

© 

VANILLA p 
COOKIES 

© OCO QO 


By removing some of the cookies 
from the line-up in this package, 
we give the consumer permission 
to go ahead and eat. The package 
no longer communicates feelings of 
hoarding, of not wanting to give. 


VANILLA OQ 


COOKIES 


By rounding out the “teeth” we 
have reduced the feelings of 
hostility and aggression. 


> Thus, we have pin-pointed two 
areas of relevance in a theory of 
successful symbolic communication 
in packaging. One is the excitation 
of impulses or feelings. (And let me 
interrupt to say that when I speak 
of impulses, I speak of those ten- 
sions which are basic to and un- 
conscious in the individual, not 
temporary needs such as the need 
for relief from a headache.) 

The other area is the defense or 
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AVERY LABELING will 
save you time and money 


PRESSURE-SENSITIVE 


Avery pressure-sensitive Labeling 
offers you a new approach...an 
easier and better solution... wher- 
ever you need to code, identify, in- 
struct, warn, route or inspect. It’s the 
modern low-cost method of labeling 
to do the job quickly and efficiently. 
Avery Labels can be designed and 
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color you need... individually die- 
cut on sheets or rolls for manual or 
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1. NO MOISTENING—EASY TO APPLY 


One simple motion—a fingertip pressure 
—and Avery Labels are on in an instant— 
without moistening! No waste motions in 
handling or sorting loose labels—no messy 
gluing or wetting. 


2. STICKS TO ANY CLEAN, 
SMOOTH SURFACE 


Metal, plastic, glass, cellophane, metallic 
paper, pliofilm, polyethylene, ceramics, 
wood ... and many other surfaces. . . are 
being easily and quickly labeled every day 
with Avery pressure-sensitive Labels. 


3. NEAT, SMART APPEARANCE 


Will not pop, peel or curl even under 
extremes of temperature and humidity— 
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handling. 


4. SPEEDS PRODUCTION 


In all industries . . . in hundreds of ways 
. . . Avery Labels are saving time, labor 
and money every day. Avery Labeling is 
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rationalization . . . the guarantee 


that the excited impulse will not be 
disturbing or alienating. These two wearers 
areas may be crucial to successful 
symbolic communication in pack- 
aging. Before exploring their im- 
plications, let me state that this is 


Company 


Zone State 


Write for FREE sample labels, 
case histories 
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PRODUCTS FOR YOUR 


“STORYBOARD” PAD 


The pod that has big 5 x 7 
video panels that enable § 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


Ne. 72C—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 814” 
(50 Sheets—1! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2x4” video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—1!12 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ery pencil line vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘‘An_ Encyclopedia of 
Artists Materials’’. 
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still very much a theory, and by 
no means, established fact. 


> Thus far I have discussed a theory 
of symbolic communication in re- 


_ lation to package design. Actually, 
| I think this theory might be equal- 


ly applicable to shape, size, mate- 
rials, colors and functional attri- 
butes of a package. In effect, all the 
aspects of a package, I would think, 


| integrate to communicate one cen- 


tral symbolic message. 

Let’s think about the symbolic 
function of the package shape. An 
ice cream package which is rec- 
tangular in shape communicates 
something quite different, I would 


| guess, from one which is round and 
| deep. The rectangular box has a 


kind of sharpness, neatness, and 
cleanliness. The round box might 
communicate security, plentifulness, 


| and generosity. I would hypothe- 
size that people expect ice cream 


in a rectangular box to be more 
solidly frozen than ice cream in a 
round box. Why? Well, the very 
harshness of a rectangular, as com- 
pared with a circle, might be 
equated with coldness. 

How about the size of the box? 


| By simply altering size, even if the 


essential shape is maintained, a 


| symbolic change may be made. A 


small bottle of perfume might com- 
municate the feeling of something 
precious and expensive. On the 
other hand, the larger the size of a 
detergent box, perhaps the more 
desirable. 

Insofar as functional attributes 
are concerned, consider the poten- 
tial difference in the symbolic com- 
munication of shaving cream in an 
aerospray package as opposed to 
shaving cream in a tube. 


> And I think packaging materials 


serve to suggest something of a 
symbolic nature. For instance, we 
know from previous studies that 
milk evokes pleasant associations; 
household ammonia, unpleasant 
ones. It stands to reason, therefore, 
that packaging for milk should be 
transparent to bring the consumer 
closer to the product. On the other 
hand, packaging for ammonia, a 
product which women are afraid of, 
should be of such a nature as to 
protect women from it. Thus per- 
haps, the best packaging material 
for ammonia would be an opaque, 
and if possible, unbreakable one. 

I have hypothesized that an im- 
portant dimension in packaging is 
the symbolic communication inher- 
ent in design, size, materials and 
functional attributes. Further I 
have suggested that a package that 
is good symbolically may be one 
which elicits a relevant impulse and 


provides an acceptable basis for its 
expression . . . provides a defense. 


> But how do we know? How do 
we know what a package communi- 
cates symbolically? How do we 
know whether it communicates a 
relevant impulse? The answer lies 
in research, but it is a difficult re- 
search job. It is fairly easy to find 
out if the symbolic message of a 
package is pleasant or unpleasant 
to consumers. They can probably 
tell us that. Usually, however, con- 
sumers cannot articulate beyond 
this point. They cannot tell us what 
about the package makes it pleasing 
or displeasing. Even our motiva- 
tion techniques, designed to by-pass 
the limits of direct articulation, are 
not entirely successful in obtaining 
from consumers the reason for a 
package’s success or failure. 

We need, I feel, more sensitivity 
on the part of our researchers to 
the various reasons that may be 
operative in package success or 
failure. Our researchers must, in a 
sense, be artists. They must be able 
to find, in the limited kinds of data 
we usually get, some hypotheses 
which explain why the consumer’s 
preferences are what they are, what 
the nature of the response to the 
symbolic communication is. Only 
such hypotheses can enable us to 
understand how to change and im- 


prove the symbolic communica- 
tion. 44 


Film Shows Advantages 
Of Corrugated Packaging 


A color sound filmstrip that points 
out the advantages of corrugated 
bulk containers has been released 
by the Gaylord Container Corp., di- 
vision of Crown Zellerbach Corp., 
St. Louis. 

Entitled Simple Arithmetic in 
Packaging, the filmstrip illustrates, 
through nine case histories, the 
savings to be gained by using cor- 
rugated containers of various types. 





Corrugated Bulk Containers . 
filmstrip from Gaylord Container Corp. 
shows the advantages of various types of 
corrugated bulk containers. 


New 

















It was produced by Condor Films 
Inc., St. Louis, and showings can be 
arranged by contacting the Adver- 
tising Dept., Gaylord Container 
Corp., Div. Crown Zellerbach Corp. 
111 North Fourth St., St. Louis. 


- » for more details circle 410, page 121 


New Testing Technique 
Developed for Packages 


The development of a new tech- 
nique for testing some of the most 
important aspects of packaging has 
been announced by the Center for 


Research in Package Marketing 
Inc., New York. 
Called the “Flash Room” tech- 


nique, this new testing service is 
reported to be able to judge the 
following: 


@ Flash Identity ... How quickly a 
package may be identified in a com- 
petitive display. 


© Impact Impressions . . . What im- 
pressions a package creates on flash 
impact, and whether consumer re- 
sponse indicates that an unrelated 
portion of the package makes the 
most important impact. How impact 
may be improved. 


© Subceptual Impact . . . The total 
impression, at high speeds, of the 
impression the package makes on 
the consumer. Is it an impression of 
the product or merely a blur with- 
out significance? 

The technique is handled by ex- 
posing a consumer to the tested 
package in a display or an adver- 
tisement on a screen for a fractional 
time interval by control of the light 
in the “Flash Room,” which is a 
totally darkened theater. Following 
testing, focussed interviews are used 
to elicit full response to the situ- 
ation in addition to check lists 
which the interviewee fills out im- 
mediately after leaving the testing 
room. 44 


New Process Permits 
Color Variations 


A new process, Kromotype, re- 
cently introduced by Monsen Typog- 
raphers Inc. permits the rapid pro- 
duction of packages, labels, designs, 
posters, and other kinds of artwork 


in an unlimited number of color 
combinations. 

The process, basically photo- 
graphic in nature, uses a light- 


sensitive material which can be 
spread on virtually any base, in- 
cluding paper, vinyl, glass, metal. A 
contact exposure is made on the 
treated base through a_ negative 


that has been taken of the art work. 
Once exposed and developed, the 
base is 


ready for application of 





























Color Application . 
on the sensitized and exposed base. 
Here red is being airbrushed over a large 


. . Color is applied 


area. Smaller areas of color can be 
brushed on. As many colors as desired 
can be applied. When washed, 


adheres only to the exposed areas. 


color 


color, which will be held only by 
the exposed areas. The color can 
be swabbed on roughly, since the 
washing process will remove the 
pigment from all unexposed areas. 
Any one of 16 basic colors can be 
used, and these can be mixed to 
form a wide variety of shades. 

The process is fine enough to re- 
produce fine type matter. Screened 
halftones can be printed in a single 
color, although full-color is still be- 
yond the scope of the photographic 
process. 

Applications include the pro- 
duction of testing copies of pack- 
ages, labels, displays, and so on. 
Color slides, for presentations or 
television, can be made easily. 
Another application is for short run 
sales presentation books. 

A four-page descriptive leaflet is 
available. 

- » for more details circle 411, page 121 


Foil Package Gives 
Illusion of Depth 


Donrico Inc., New York, design- 
ers and printers of packaging, has 
perfected a process of foil printing 
called Shimmerglo which creates 
an illusion of motion and depth on 
a package. 

The first consumer product use of 
the process is the carton for Avon 
Product’s cologne Aerosol mist, 
Here’s My Heart. 

Combining foil and multi-plate 
printing, the package was chosen 
by Avon to suggest femininity and 
gift appeal. An effect of motion and 
sparkle is created on the package 
as the prospect passes by it. 

The carton was designed by En- 
rico Donati, owner of Donrico, in 
cooperation with Max Rogers, Avon 
art director. Most Donrico printing 
includes embossing and some form 
of gold. 

Shimmerglo can be used entirely 
in gold, combined with opaque inks 
or printed in any color desired. 44 


In these times, when everyone in ad- 
vertising must contend with high pro- 
duction costs and short deadlines, the 
most effective way to save time and 
money is by working together when 
the job is being planned, Our repre- 
sentatives and production men have 
been trained by varied experience to 
suggest ideas that will simplify and im- 
prove your job. This is when your job 
becomes ‘‘our’’ job, and when our serv- 
ice means greatest value for you. 
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MARIE DOES IT FASTER! 


With or without a pogo stick you 
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complete mailing job quicker and 
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Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
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mimeographing, automatic typing, 
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graph and hand-list maintenance. 


She will give you fast, accurate 
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Opening the Case .. . Using a small 
wrench, Miss Florence Raye, Customer 
Instruction Representative, 

starts to set up the display by 

opening the crate. 


«a 


Here's the step-by-step report of an exhibit 
. developed by the A. B. Dick Co., which 
OMmMe="tVlOmtds tt 
accompanies a woman demonstrator, and which 


she must set up herself. 


oxhibit 


Podium Comes First . . . The top of the crate folds 
back to make the podium, braced by two concealed 
shelves which also hold notes. 


Boards Come Out . . . Ten panel boards, holding 
exhibits of operating supplies, visual aid 
materials and samples, are removed. 
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Assignment: Design a traveling 
exhibit that can be set up (a) by a 
woman; (b) without hammers or 
other tools; (c) in an hour. The ex- 
hibit must be easily recrated to 
meet requirements for shipment by 
Air or Railway Express or other 
common carrier. 

A. B. Dick Co.’s design section 
successfully met this challenge in 
connection with its “School of Mod- 
ern Mimeographing” put on 
throughout the country. The com- 
pany employs four women who 
travel from city to city, conducting 
sessions for office workers. 





Te ee Panels Stand Up... Each panel stands on 
oo ; its own legs, fastened with bolts. 
products distributor provides the 
Mimeograph and other major pieces 
of equipment which are operated 
or demonstrated. But many auxil- 
iary props are required to set up a 
complete school room. 

They include a podium, two tables, 
an overhead mirror (so the class 
can see what the operator is doing), 
and 36x40” display panels. The 
panels are used to exhibit stencils 
and other operating supplies, visual 
aid material, and samples of Mimeo- 
graph work. 

All of these props travel the cir- 
cuit and are assembled and dis- 
assembled as cleverly as a Chinese 
puzzle. The top of the wooden ship- 
ping crate hinges back to become 
three sides of the podium. It is 
covered with plastic and decorated 
with the company’s trademark in- 









signia. Tables from Crate .. . The bottom of the 
crates makes two table-tops, with legs 
> The bottom of the crate becomes fastened on with wing-nuts. 


two table tops to which legs are 
fastened with bolts and wing nuts. 
From inside the crate come the 10 
panel boards and mirror, all fitting 
into U-shaped standards. 

When the exhibit is set up, only 
the four sides of the crate are left 
over. Moreover, not even a screw 
driver or wrench is needed once the 
crate is opened. 

Typically, the instructor arrives 
in town Monday morning and sets 
up the display in an hour. On Fri- 
day afternoon, the show goes back 
on the road. The parts fit so neatly 
in the 47x47x12” crate that hardly a 
cubic inch of air space remains. 


> Each instructor uses two display 
kits on a skip-stop basis. The origi- 
nal crates are in their eighth year of 


use and — credit to Railway Ex- ss vo 

ae —° a get ee well Ready for Action . . . Less than an hour from the start, 
as e emgner of the package — Miss Raye is ready to put on the show. Everything 
not even a mirror has been broken. 


: : but the Mimeograph and its stand came out of the crate 
Richard Amos of the company’s 


display section designed the exhibit 
package. 44 
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U.S. Products Shown 
Behind Iron Curtain 


The first showing of American 
consumer products’. behind the 
“iron curtain” by the U.S. Depart- 
ment of Commerce took place in 
June at the 26th International 
Trade Fair in Poznan, Poland. 

Designed to show the Polish peo- 
ple not only some of the consumer 
goods available in the United States, 
but also how the American economy 
system can help the standard of 
living, the American exhibit con- 
sisted of a series of displays that 
enacted activities of normal family. 


* 
4 YOUR PROOFING and 
J ? REPLATING COSTS |! 





* Because lighting standardization 
for color is now a reality 
As art and production always begin with the agency, it makes sense that 
the standardization of overhead lighting for the critical viewing of proofs 
and art copy should also start at the agency. 
WHAT IS THE STANDARD? 


The only inflexible standard light, which will not play tricks with the color 
you see, is north sky daylight. Now Macbeth offers low cost lighting equip- 
ment, color corrected to match this ideal daylight condition. Proof that 
Macbeth lighting equipment really takes the guesswork out of the exacting 
chore of proofing is attested to by the fact that it is the only lighting 
equipment meeting the recently approved lighting specifications for graphic 
arts color appraisal recently adopted by the joint committee of the R. & E. 
Council of the Graphic Arts and the Illuminating Engineering Society. 
WHAT DOES THIS MEAN TO YOU? 

Two things! For the first time, printers and platemakers with whom you 
deal, have recommended lighting standards. You can bet they want to see 
these standards put into actual practice. Here is an opportunity to greatly 
reduce costly color corrections. . . and even more costly plate remaking. By 
standardizing along with them, they will be able to see color exactly as you 
see it and gain understanding of your color quality requirements. For rec- 
ommendations as to your lighting requirements based on such a standardi- 
zation, write Dept. AR-9 requesting further information or that a salesman 


call on you. A copy of the R. & E. IES lighting specifications containing 
the full story of this revolutionary lighting standardization will be sent upon 
request. 








A few of the advertising 
agencies presently using 
Macbeth lighting 
equipment suc- 
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And They’re Pink! . . . Ready for ship- 
ping to the first American consumer 
product showing behind the “‘iron cur- 
tain’’ are a pink washer and dryer pair 
from Maytag, shown at left. 


The exhibit covered an area of 
30,000 square feet and included dis- 
plays of clothing, recreational 
equipment, machinery, automobiles, 
and a home laundry unit from the 
Maytag Co. that consisted of a pink 
automatic washer and dryer. 44 


Show Lures Crowds 
With Free Stamps 


Stellar attraction at the St. Paul, 
Minn., Better Homes Show this year 
was not a bevy of stars, as in pre- 
vious exhibitions, but a spectacular 
giveaway of 5 million King Korn 
trading stamps. Redeemable for pre- 
mium merchandise at redemption 
centers in St. Paul and other cities, 
the free stamps were issued by King 
Korn Premium Stamp Co., Chicago. 
The Builders Exchange in St. Paul 
was responsible for the decision to 
offer them to all who turned out for 
the show. 

Stamps were distributed in three 
ways: 


e An admission ticket to the show 
brought a gift of 30 stamps; 


@¢ Coupons given out with pur- 
chases made for 10 days before the 
show by some 150 King Korn stores 
in St. Paul brought an additional 30 
when presented at the box office; 


® Daily top prizes of 64,000 stamps 
went to Home Show visitors who 
knew the “magic word” posted each 
day in supermarkets, drug _ stores, 
service stations and other trading 
stamp outlets. 


Show officials believed this was 
the first time such a giveaway had 
been used to draw crowds to an 
exhibition. 44 


Polyethylene Film 
Enters Exhibit Field 


After a long and worthy stay in 
the packaging field, polyethylene 
has made an additional advertising 
inroad with an introduction into the 
exhibit field by the Bakelite Co., 
division of Union Carbide Corp. 

Covering an area of approximate- 
ly 4,800 square feet, the flexible, 
transparent film was used for the 
roof and three sides of a temporary 
exhibit building by merely tacking 
it down to a knock-down wood 
frame. 





MACBETH DAYLIGHTING CORPORATION - NEWBURGH, NEW YORK 





The unusual outdoor showroom 
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was used as a shelter for luncheon 
guests and an exhibit area for the 
display of end products made of 
Bakelite’s plastics and materials of 
other divisions of Union Carbide. 

Cost of the exhibit area, 120’ long 
and 40’ wide, was estimated to be 
approximately 25% less than what 
it would have cost to rent a tent 
to cover the same area. 44 


Timing Motor Line 
Shown in Catalog 


Information on a re-designed line 
of timing motors for exhibit use 
in available in a 30-page catalog 
from the Haydon Mfg. Co., Torring- 
ton, Conn. 

Among the items described are 
the Haydon electric timing motors, 
timing devices, clock movements 
and the company’s new inductor 
motor. 

The inductor motor was designed 
as a moderately-priced unit for 
heavy-duty operation with a per- 
manent-magnet-t y pe synchronous 
motor and a guaranteed torque of 
30 ounce-inches at 1 rpm and 60 cps. 
Models for either clockwise or 
counter-clockwise rotation can be 
supplied. 

All timing units in the catalog are 
illustrated. 

- for more details circle 439, page 121 


Manufacturer’s Handbook 
Delves Into Retail Sales 


The need for more and better 
merchandising displays for the man- 
ufacturer’s product, after it is placed 
in the department stores, is given 
dramatic emphasis in a 20-page 
merchandising handbook published 
by William Melish Harris Associ- 
ates, Greenwich, Conn. 

Entitled For Manufacturer Only, 
the handbook gives the case _ his- 
tories of several manufacturers who 
have boosted sales up to 450%, 
while reducing retailers’ 
costs. 

The booklet points out that in to- 
day’s trend of increased self-selec- 
tion by the customer at retail level, 
“increased advertising is not the 
answer,” for the manufacturer, but 
that merchandising displays are, 
since “people won’t buy if they don’t 
see it.” 

In addition to showing various 
types of display fixtures that do a 
good selling job, the handbook also 
shows how to create a merchandis- 
ing display program based on tested 
facts that permit remarkably ac- 
curate predictions of the success of 
the entire program in the early days 
of its use. 


selling 


- for more details circle 408, page 121 
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It’s self-adhesive—just peel paper off back. . 
in place. 


Sticks to fabrics—holds on neatly . 
without harming clothing. 


Distinctive shapes—can be die-cut any shape, any size. 


. press 


. easily removed 


Practical—no bothersome pins, snaps or expensive 
holders. 


Versatile—for conventions, sales meetings, parties, 
open houses. 


Write for samples and prices. 


Fasson 
Products 


Dept. AIM, 250 Chester Street, 
Painesville, Ohio 


3.1 
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Rubber Cement 
DISPENSER 


The world’s most modern dispenser. Handy grip- 
top. Large bristle brush always reaches rubber 
cement—no adjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN. 
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Under One Roof 


COMPLETE DESIGN + ENGINEERING AND 
VOLUME PRODUCTION FACILITIES 


EVERY TYPE OF SALES DISPLAY 
FOR EVERY TYPE OF PRODUCT 
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* DEMONSTRATE ° SERVICE ° IDENTIFY 


Metal Merchandising Displays The producers of merchandise that moves consistently at the “pay-off- 
For Counter « Floor > Wall point” (point-of-purchase) . . . depend on the coordinated skills of this 
thirty-four year old A. M. Deeco organization. 
Here is your source for functional and inviting design, combined with 
resources in steel, resulting in the production of quality metal displays 
to stage your products for fast retail turnover. 


At A. M. Deeco, a complete understanding of point-of-purchase mer- 
chandising is coordinated with long experience in the manipulation of 
dies .. . and metal . . . and color. 


Investigate the competitive advantages that can be yours ADVERT I Si NG 


when you coordinate your merchandising program with 


A.M. Deecos facilities. Write for complete information METAL DISPLAY CO-* 
CHICAGO 50 + 4624 W. NINETEENTH ST - BISHOP 2-1242 » NEW YORK 10+ 2 E£. TWENTY-THIRD ST - ALGONQUIN 4-1295 
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DECAL VALANCE PROGRAM 


By Benn Ollman 


The Miller Brewing Co. turned to 
its design counsellors, Brooks 
Stevens Associates, when it decided 
to produce a new window valance 
for its customers all over the coun- 
try. 

Miller reportedly is the sole major 
brewery that hires an industrial de- 
sign firm on a permanent retainer 
basis. For the past eight years 
Brooks Stevens Associates has ex- 
erted a visible influence on the de- 
sign of a wide assortment of items 
for Miller Brewing Co. 

Brooks Stevens projects have 
ranged from the striking Miller 
Brewing Co. administration building 
to truck flats and beer bottle labels 
and shipping cases. These chores 
have given the Brooks Stevens firm 
a capable insight into the require- 
ments of the brewery industry. 


> This time, their assignment as 
outlined by Robert J. Wickstrom, 
assistant manager of the Miller 
Brewing Co. advertising depart- 
ment, was to come up with a win- 
dow valance that would: 


@ Tie in effectively with the rest of 


Learn from Miller Brewing Co. the questions you 
should ask before you plan a dealer identification program. 


Miller’s advertising pieces and 
packaging — to insure quick and 
easy product identification. 


@ Provide tavern windows with an 
appearance of quality, in line with 
the chief emphasis in all of Miller’s 
ad and promotion copy that link the 
product with the finest malt drinks 
available. 


@ Be easy to put on windows. Ac- 
cording to Jim Floria, of the Brooks 
Stevens Associates office, “It had to 
be like a jigsaw puzzle layout, and 
simple enough for a 10 year old to 
put together.” 

Based on the specifications laid 
down, it was decided to use decals 
for the valances. 


> Why decals? Taverns for genera- 
tions have had brewery identifica- 
tion signs hand painted on their 
windows. The trend, according to 
Mr. Wickstrom, has veered definite- 
ly towards the widespread use of 
decals because they offer a greater 
degree of uniformity than any other 
type of application. 

“You take a chance when you 
depend on sign painters to paint a 
large number of window valances,” 
he said. “Too frequently, sign 














painters do not follow copy, color 
and layout instructions carefully. 
The decals guarantee the most im- 
portant elements — design and 
color, and insure a uniform ap- 
pearance no matter who does the 
work.” 

In many respects, window signs 
are like roadside and highway signs, 
says designer Jim Floria. “Their job 
is to make lasting, though fleeting 
impressions. Especially today, with 
such a large share of the public 
whizzing by in cars and buses, a 
window sign has but a few seconds 
at the most to register any sort of 
impact.” 


> For that reason, it was decided 
during several conferences between 
the Miller ad staffers, the designer 
and the Meyercord Co. representa- 
tive that simplicity would be of the 
utmost importance. 

The valance design succeeds in 
focusing attention on the new Miller 
Brewing Co. logo, called a “soft 
cross” for want of a more descrip- 
tive term. The surrounding corru- 
gated effect was intended to give 
the design rhythm and _ interest. 
Red, and soft, subtle gray tones are 
gently blended, and the gold trim 
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cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: Take 
advantage of the advertising value 
of your cars. 

ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 
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MOUNDS, ILLINOIS 


U. S. PATENTS CAN. PAT. PEND. 


GLOSSY PRINTS 
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Ad managers, agency men, public relations men 
..~ Need quality glossy photos? 
ZEPP offers: 
@ Prompt Service 


@ Top Quality Reproduction 
@ Low Price 


Glossy Post Cards...........$.05 each (100 lots)* 
5x7 Glossy Photos.........$.06% each (100 lots)* 
8x10 Glossy Photos........$.08% each (100 lots) 


*Complete price list on request 


4245 
PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 
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The complete story 


NEXT 
MONTH 


of the Edsel dealer 


identification program. 
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sets off the valance very effectively. 

The “soft cross,” incidentally, is 
adapted from the neck band of the 
labels on each bottle of Miller High 
Life brew. It is also being used on 
everything requiring company iden- 
tification — gradually taking over 
the role of the time-honored “Miller 
Girl in the Moon.” 


> To insure proper application of 
the Miller decals, a very complete, 
easy to follow instruction brochure 
was worked up. The layout blue- 
prints and information were sup- 
plied by the Meyercord Co., and the 
actual printing of the brochure was 
done by the Varisco Printing Co., a 
local firm. 

Versatility of the valances is an- 
other key feature. The Miller decal 
can be adapted to a great variety of 
shapes and sizes of windows. Not 
strictly a tavern-type sign, it is also 
being used on the windows of res- 
taurants, food markets and liquor 
stores. 


> Before the valance design met 
with final approval by all concerned, 
a great deal of study and experi- 
mentation took place. Several Mil- 
waukee taverns were selected, and 
their windows were hand painted 
with various trial layouts before the 
design firm chose the one they pre- 
ferred. 

Further experimentation led to 
the selection of the translucent 
colors which allow outside light to 
penetrate. 

Intensive research and checking 
on the various dimension problems 
most likely to be encountered in the 
field by applicators provided help- 
ful data. Result was the production 
of an assortment of decals that can 
be used on almost any size or style 
window. The research also revealed 
that a fair number of establishments 
slated to use the decals prefer space 
to insert their own names and brief 
“privilege” copy. Particularly so in 
the case of restaurants and taverns 
that also serve food. Some of the 
decals were designed with vacant 


Many Variations 


space for brief copy such as “Good 
Food,” “Hot Sandwiches.” All of 
them still prominently retain the 
principal “soft cross” logo and the 
brewery’s name. 


> Influencing taverns, restaurants 
and beer depots to install the val- 
ances in their windows is as im- 
portant as producing them, says 
Robert J. Wickstrom. The Miller 
decals had to be merchandised and 
“sold” to the distributors and re- 
tailers. Without convincing the tav- 
ern owners and other retailers in 
the field that the window valances 
would truly enhance the appear- 
ance of their places of business, the 
whole project would have been an 
expensive waste of time and mate- 
rials. 

Bulk of the task of “selling” tav- 
ern owners on the need and desir- 
ability of dressing up their exterior 
windows with the Miller valances 
fell to the distributor organization. 
The handsome four-color instruc- 
tion brochure was edge punched to 
fit into the Miller High Life Mer- 
chandising Manual for reference 
use. It is a part of every comany 
and distributor salesmen’s working 
equipment. 

Results? According to Robert J. 
Wickstrom: “This was the most 
universally accepted sign that we 
have ever put out.” 

Initial order from Meyercord Co. 
was for 3,000 sets. In less than a 
year the supply was exhausted and 
another order went through. 


> A few summary facts about the 
Miller decals: 


e Approximately four to five years 
of usability is anticipated for each 
valance properly installed. 


® Southern exposure windows are 
rough on the decals. An over- 
abundance of sunshine can play hob 
with the valances and cut their life 
expectancy. 


e Humidity can cause harm. Appli- 
cators must exert care to set the de- 


. . . The simple elements can be applied to windows of various sizes 


and shapes, with room for dealer identification. Here are two examples. 
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Nine Shapes . . . These elements are all 
that are needed for any size window. 


cals off slightly from the edge of 
the windows, so moisture on the in- 
side does not invade the signs and 
cause distorting ripples. Instruc- 
tions to applicators recommend that 
joints and edges be varnished after 
the panels have dried. 


® Keeping a large number of the 
valances on hand is risky because 
of their sensitivity to humidity and 
temperature changes if not properly 
stored. Miller solved the problem by 
keeping a basic assortment on hand 
to fill orders, and storing the re- 
mainder at the Meyercord Co. plant, 
where proper storage facilities are 
available. 44 
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REVOLUTIONARY! 


NEW MEYVTERCORD 


PRESSURE SENSITIVE 


DECAL SIGNS 


eall the advantages of 
pressure sensitive application! 
-all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
Meyercord Pressure Sensitive Signs go up on location. Routemen, 
salesmen and field crews welcome this new convenience in 
Point-Of-Sale Decals. There are no restrictions as to design, shape 
or colors. They’re available in either halftone or poster style. 
Hurry ... let us send you samples and full information. 

Write on your company letterhead to: 


DEPT. L-207 
5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 


Unrldi Lbngest Decalermania Manufacturers 
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Guide to Dealers . 


. . Center spread from an eight-page bro- 
chure shows the approved placement of the decals on various 


kinds of trucks. Key numbers identify the particular decals 
needed. It also has instructions for correct application. 


Keeping Signs Uniform 


Falstaff beer trucks didn’t look the same—until the brewer 
turned to silk-screened decals, made by photography, 
to produce uniformity all over the country. 


Exercising as much care in deco- 
rating its fleet of “silent salesmen” 
as it does in its national advertis- 
ing campaign is paying big divi- 
dends for the Falstaff Brewing 
Corp., St. Louis, and its distributors 
from coast to coast. 

Over the past four years, Fal- 
staff has switched from distributor- 
initiated painting of delivery trucks 
to controlled production of decal- 
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comanias. The results to date: a 
striking “tri-dimensional”’ repro- 
duction of the famous Falstaff 
Shield trademark in full color is 
doing its job in helping to sell more 
and more of this brand of beer from 
coast to coast, as well as effecting 
tremendous savings in truck-paint- 
ing costs, and offering increased 
control over trademark reproduc- 
tion on the distributor trucks to 


establish a more effective visual tie- 
in with the brewery’s national ad- 
vertising campaign. 


> Prior to 1952 when the decal- 
comania program’ was _ initiated, 
Falstaff policy was to share truck- 
painting costs with local distribu- 
tors throughout the country. The 
distributors were happy but occa- 
sionally the Falstaff trademark 
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lacked sufficient quality of appear- 
ance. In sharp contrast to the 
cleanly-lined, full-color Falstaff 
shield that appeared in national ad- 
vertising media, some versions of 
the company trademark as painted 
locally bore varying degrees of re- 
semblance to the original. 

Constantly seeking even better 
ways of doing things, the Falstaff 
advertising department called in the 
W. N. Fraser Co., St. Louis, a 
photo-screen printing firm, in an 
advisory capacity. 


> Prominent in the field of truck 
decals, W. N. Fraser tackled the 
problem of producing a four-color 
process half-tone decalcomania, 
with high fidelity color reproduc- 
tion of the Falstaff trademark. The 
situation was complicated by the 
fact that the decal in its final form 
would have to be highly-resistant 
to the varying temperatures of 
widely separated markets in Fal- 
staffland. In addition, there was the 
added requirement that decals 
would have to be produced on a 
production-line basis, with highly 
critical tolerances for color varia- 
tion from beginning to end of run. 

Answer to this knotty problem 
Fraser found in the use of Kodak 
Ektagraph Film in the preparation 
of the original photo-screen stencils. 


Inspection .. . 
A finished decal 
is inspected as 

it leaves the 
silk-screen 
printer. 


From prior experience in the pro- 
duction of similar weather-resist- 
ant full-color decals, President Bill 
Fraser knew that he would have 
to resort to a pre-prepared photo- 
graphic emulsion for healthy dot 
reproduction from the original 45” 
positive. In addition, this particular 
job called for a tough stencil that 
would hold up for the full run of 
thousands of impressions, and with- 
stand the many screen washings re- 
quired. 

After months of experimentation 
and extensive liaison work with the 
Falstaff advertising department, 


Fieet Owners Prefer 


FRASER DECALS 


e HALFTONE REPRODUCTION 


See Page 80 
for the | 
FRASER Story 


¢ DEPENDABLE SERVICE 
© BRILLIANT COLORS 
¢ FAST DELIVERY 
¢ LONG LASTING | 
© ATTRACTIVE PRICES 


e DISTINCTIVE LETTERING 


SEND COUPON FOR 
petted iho sheencadad 


1627 LOCUST ST. « st. LOVIS 3, MO. 1 
| Please send complete information | 
| Neone—___._____ 


Company 
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City 


Fraser came up with the finished 
product: a family of full-color Fal- 
staff decals in six sizes, proportion- 
ate to the truck panel on which they 
were to be used. 


> “At this point,” says Bill Fraser, 
“the printing job was finished; but 
the real work had just begun.” 
From experience with other truck- 
decal jobs, Fraser knew that Fal- 
staff wanted to appropriately pro- 
mote the idea of using decals over 
other methods. Consequently, Fras- 
er huddled with Falstaff admen and 
together they came up with the 
idea of printing simple application 
instructions on the back of each 
decal. 

In addition, Fraser assisted Fal- 
staff in the preparation of instruc- 
tion sheets and a brochure, em- 
ploying full-color photographs to 
sell distributors on the attractive- 
ness and potential benefits of em- 
ploying this new crew of “silent 
salesmen.” In short, they attempted 
to make it easier for the distributor 
to apply the decals. 


> Once the initial impetus was given 
to the program, Falstaff distribu- 
tors, of course, were quick to real- 
ize the attractiveness and potential 
advertising value of the new decals. 
In addition, distributors found sub- 
stantial savings in reproduction of 
the Falstaff trademark ranging up- 
wards from 20%. 

Also, trucks weren’t idle for sev- 
eral days for tedious hand-painting 
of the Falstaff shield; the decal 
could be applied quickly, even when 
it involved application around and 
over ridges on certain types of 
trucks. The result was that 16 
months after the first decal rolled 
off the press the last distributor 
truck carried the new emblem. 

From the appearance angle alene, 
Falstaff Brewing Corp., officials and 
distributors alike were pleased with 





a 


a *, “On 
ve ’ 
ee - 


7 
13 14 15 4 
6 
- 21 22 23 24 


September 1957 + ar «+ 81 





ELECTRO 
MOTION 
TURNTABLES | 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


pe. 


ower 
plete 
—com- 


\oad. 
. 75ib.; 150!0. © 
' izes b % ecials invited. 
available eS $ sP 
Many varia 


% Compare price 
% Look for Underwriters label 
% Demand (dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


CELLULOSE ACETATE 


a alc ee 


VINYLITE 
POLYSTYRENE 


POLYETHYLENE 


ACETATE BUTYRATE 


2814 Fullert 


) 
PS Te 


1g 47 nT] 


1647 49 Henvis St Philadelphia 40 Po 
WRITE FOR INFORMATIVE FREE BOOKLETS 


82 + ar + September 1957 





the sharp three-dimensional effect 
achieved by the gold “bevel” edge 
lining the perimeter of the new Fal- 
staff decals — a sharp contrast to 
the former “flat” appearance of the 
hand-painted shields. Colors were 
richer and more lasting under all 
weather conditions — giving the 
trucks a sprightly new look year- 
round. 


> Second phase of the Falstaff- 
Fraser operation began when the 
Falstaff advertising department 
noted some lack of uniformity in 
the color of its advertising slogan, 
“The Choicest Product of the Brew- 
ers’ Art,” as lettered on distribu- 
tors’ truck panels. 

Falstaff admen were influenced 
by the current trend towards uni- 
formity of type families in adver- 
tising and they felt that any vari- 
ance from the specified golden- 
brown-beer hue detracted from the 
general effect of the new decal- 
comanias. In any event, the upshot 
of Falstaff’s investigation into the 
slogan-lettering problem resulted in 
another contract for W. N. Fraser. 

After a year’s research with dif- 
ferent lettering styles and colors, 
Falstaff came up with a standard- 
ized format. At this time, a new 
advertising slogan, “America’s Pre- 
mium Quality Beer,’ was intro- 
duced to coincide with the distri- 
bution of the new lettering decals. 
In fact, Falstaff’s bent for premium 
quality uniformity carried over in- 
to the preparation of decals for the 
required printing of gross weights 
on the trucks’ door panels. 
>» George 


P. Holtmann, assistant 


Wrought-Iron Wonder ... 


Krylon Racks Up Sales 
With Simple Display 


By Richard C. Newbold Jr. 
Vice President, Sales 
Krylon Inc. 

Norristown, Pa. 


The dream of every manufacturer 
and merchandiser has been to of- 
fer retailers display materials so 
versatile that dealers could do al- 
most everything or anything possi- 
ble with them—use them on count- 
ers, in windows, on aisles or even 
as traffic stoppers on the pavement. 

And furthermore, such displays 
could be used time and again, 
either stacked or alone. 

For Krylon Inc., which markets 
acrylic plastic sprays, spray enamels 
and multiple other products in 


Finished Job . . . Decals make sure that 
all trucks have exactly the same color 
and design. 


advertising manager for Falstaff, 
feels that one of the important suc- 
cesses of the entire program was 
the well-planned promotional job 
for distributors performed in con- 
junction with Fraser. 

Important in this educational job 
was the eight-page brochure pre- 
pared in conjunction with W. N. 
Fraser for distribution to Falstaff 
dealers. Containing two color il- 
lustrations of the various Falstaff 
trucks, including tractor trailers, 
van-type trucks, stake trucks, panel 
trucks, and pick-up trucks, the 
brochure indicates placement posi- 
tions for the various decals. 

In addition, each decal is coded 
to facilitate dealer ordering of the 
correct decals for his entire truck 
fleet. The center spread in the 
brochure contains the actual “sell” 
with an attractive full-color photo- 
graph of a typical truck layout, 
complete with lettering, trademark, 
and gross weight decals. Also in- 
cluded in the brochure are simple 
step-by-step instructions for com- 
plete redecoration of the trucks, in- 
cluding sandblasting of old paint, 
repainting of the truck, and place- 
ment of decals. 44 


aerosol cans, this could be the 
answer to cutting down our costs 
for sales promotion materials and 
still be a major weapon to increase 
sales. 


> Naturally, sales would increase if 
we could give dealers one—or more 
—good reasons to display Krylon 
containers more prominently and 
in such variety that a customer 
could see many colors or products 
at a glance. 

Less than a year ago our plans 
board began discussing the proba- 
bility and possibility of developing 
such a display medium. All depart- 
ments were instructed to make a 
study of it. 

A month later, reports were 
made. None were satisfactory in 
themselves, and at least two dozen 
ideas were presented. Mr. Bamp- 
ton, president, Elmore E. Kayser, 
our advertising manager, and my- 





self, studied the reports at a meet- 
ing. 

It was at this meeting that some- 
one—we still do not know which 
one of the three of us—brought out 
the fact that what we were striving 
for was a “display that would be 
to point-of-purchase what sectional 
furniture is to modern living.” 
That meant that the display could 
be used alone or in pairs, or more 
on the counter or mass floor dis- 
play. 

That hit the spot! 


> Mr. Kayser roughed up an idea 
for a display rack which would hold 
24 16-ounce cans of Krylon prod- 
ucts. The rack was further designed 
to permit another rack of identical 
size and type to fit firmly over it so 
that three or four could be stacked 
to make a floor display. 

The big question was the type 
of material to be used. We ran 
through a gamut of woods, card- 
boards and metals. We finally set- 
tled on a black enamel coated 
wrought-iron style rack because it 
was sturdy and lightweight. This 
lack of bulk and weight offered us 
still another opportunity we were 
seeking: to ship the assortment of 
Krylon aerosol cans pre-packed in 
the display rack. 








When the “‘Signs’”’ are right. 
YOU GET RESULTS! 


Signs by Texlite can be so “right” for your selling 
program that every day will look like your own 
particular lucky day! Know-how, plus experience, 
guides Texlite in designing and producing quality 
signs that demand attention around the clock, that 
create confidence in more people... and at a lower 
cost...than any other sales tool you can use. 
Whether your sales plan calls for 10 or 10,000 
signs, in porcelain enamel, plastic or combinations 
of the two materials... four hundred sign crafts- 
men and 160,000 sq. ft. of modern sign plant and 
equipment are ready to fill your every sign and 


The result is that a dealer or- | letter need. 
ders the pre-packed assortment. It 
arrives already set up, so that he 
merely has to slit the seams at the See How Others Have Used Signs by TEXLITE to Gain 
front of the package and remove Sales Objectives... This 20-page, beautiful full- 


the display intact. 7 color booklet shows 101 signs built for some of 
A display card for the spring pro- the nation’s most successfully sales-minded 


motion is included in each package ee 
along with instructions. The card 
can be fitted quickly and easily on 
the back of the top display rack 
when they are stacked. And, they 





Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 
Offices in Principal Cities 





FOR BETTER, QUICKER, LOWER 
COST SIGNS 


USE PRESSURE SENSITIVE 


POST-ON LETTER 


ATTRACTIVE « DURABLE 
PROMOTIONAL, DIRECTIONAL, INFORMATIVE AND PRICE SIGNING 


@ Easy to apply on any clean smooth surface 
@ Sizes—13/16", 1Y2", 22", 4", 6" available in gothic 
® Colors — Red, Yellow, Black and White 


@ Other styles and sizes available, ask for samples and prices 
Versatile Display . . . Wrought-iron rack 


holds can during shipping, displays as- POSTER PRODUCTS INC. 
sovwnent, stacks three of four deep, and 3401 W. DIVISION ST. + CHICAGO $1, ILLINOIS 
holds p.o.p. sign. 
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november 25, 26, 27, 1957 
roosevelt hotel 
new york city 


Pian now to exhibit 
your products or services— 


Displays * Graphic Arts 
Packaging * Visual Aids * Signs 
Replicas * Photography 

* Premiums 

Films * Art * Paper and 

Allied Products and Services 


Over 9,660 advertising 
and sales promotion 
buyers attended 

the 1956 show! 


Write on business letter- 
head for exhibitor's in- 
formation or guest 
tickets. 


advertising trades institute, inc. 
THOMAS 5S. NOBLE, chairman 

135 east 39th street, new york 16 
lexington 2-9921 








also can be changed for seasonal 
promotions. 


> The wrought-iron display rack is 
being offered by Krylon distributors 
to their dealers without charge. As 
a plus, to encourage the mass pur- 
chase of these unique display as- 
sortments, Krylon includes a $1.79 
bonus offer as a credit against the 
purchase of their first fill-in stock 
order after buying the assortment. 
Dealers found that the bright 
colored caps, which denote the 
color of the spray enamels or the 
product in the container, also en- 
hance the value of their spray 
enamel display. Adding all these 
features and advantages together, 
the dealers literally overwhelmed 
us with orders only days after we 
first announced the special rack. 
This same_ rack, possibly in 
larger sizes, can also be adapted 
for bottle goods or other types of 
pre-packaged merchandise. a4 


Backset Clock Movement 
Designed for Ad Use 


A new backset electric clock 
movement designed for advertising 
and commercial clock purposes has 
been announced by E. Ingraham Co. 


Sing @ Seng af Settings 


A Little tvery Week, 


Vines Program 
«et s You Seek 


Savings Promotion . . . To promote sav- 
ings accounts, Mercantile Trust Co., 
St. Louis, uses animated display show- 
ing gay pigs dancing around a large 
piggy bank. 


Advantages of the unit include a 
completely enclosed and protected 
motor and gear train, quiet oper- 
ation and long service because of 
a lifetime lubrication system and 
special Ingraloy bearing construc- 
tion. 

The movement meets standard 
mounting and size dimensions and 
is available in 115-230 volts, 60-50 
cycles, and in various arbor sizes. 
Center mount can be provided. 

Details are available from The E. 
Ingraham Co., Bristol, Conn. 44 





because benefits are 
shown in ACTION! 


Action gets attention, and benefits sell the pro- 
duct. Parker made the most of these basic prin- 
ciples with a low-cost Hankscraft motor. Why 
not let Hankscraft engineer animation into your 
display? Send us a cutout dummy or rough sketch. 
We'll equip it with the most efficient motor for 
your use; either AC or battery-operated. 


*Pen is raised and lowered in inkwell by an AC syn- 
chronous type motor. When pen is lowered, ink level 
falls, and words “FILLS ITSELF” appear in slot below. 


Send for Free Booklet ... 


complete with detailed information, drawings, and 
special adaptations of all Hankscraft Display Motors. 
Booklet also tell you about the free Hankscraft En- 
gineering Service for animated displays. 


~~ Parker Pen Display designed and produced 
by Niagara Lithograph Company. 


THE HANKSCRAFT COMPANY 


Let Hankscraft 
engineer the 


animation. 
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Contest Winner. . 


By Edward G. Gerbic 
formerly Vice-President, merchandising 
and advertising 

Johnson & Johnson 

New Brunswick, N.J. 


This is the story of the purchase 
of a television program (Adventures 
of Robin Hood) and all the things 
that were done to publicize it, to 
promote it and to merchandise it. 
With respect to the latter, it might 
be more proper to say — to use it 
to merchandise merchandise. 

Right here, I would like to make 


Since delivering the speech on which this 
article was based, at the Merchandising 
Executives Club, New York, Mr. Gerbic 
has been appointed vice-president and 
general manager of the food division of 
Heublein Inc., Hartford, Conn. 





. Young Gerry Casey, Scranton, Pa., poses 
proudly in Lincoln green beside Robin Hood statue, 


Part of the success of "The Adventures of Robin Hood" is due to 
the fine promotion given the program by Johnson & Johnson, 





one thing crystal clear. Although 
you will read a great deal about 
press junkets, publicity stunts, per- 
sonal appearance tours, merchan- 
dising tie-ins and other schemes — 
one point must not be obscured. 

The one and only objective be- 
hind all these activities was to sell 
more Johnson & Johnson merchan- 
dise. This was our sole motivating 
factor and it continues to be our 
only objective. 


> The activities I am about to de- 
scribe fall logically into two cate- 
gories — both vitally important: 


1. Publicity and promotion designed 
to build audience for the show . 

An evening half-hour tv show on 
a representative network costs 4 to 
5 million dollars and the cost re- 
mains the same whether you reach 


How to Promote 


a TV Show 








5 million homes or 15 million homes. 
When we bought The Adventures 
of Robin Hood about a year and a 
half ago, we and the Wildroot Co., 
our co-sponsors, decided firmly 
against letting the merits of the 
show reveal themselves to the 
American public in the normal 
course of events. We decided on an 
explosive program of dynamic pub- 
licity and promotion. 


2. Building Excitement This 
was for our salesmen, for the trade, 
and for the consuming public 
through the use of deals and mer- 
chandise offers. 


> The Adventures of Robin 
was the first tv 
England with authentic historical 
English backgrounds, but devised 
primarily for the American market. 


Hood 


series filmed in 
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Today, it is televised in more coun- 
tries than any other tv program: 
United States, Canada, Brazil, Mex- 
ico, Puerto Rico, England, Japan, 
New Zealand, Australia, and the 
Philippine Islands. An _ estimated 
50,000,000 people around the world 
see Robin Hood every week. 

This phenomenon did not just 
happen overnight by accident. We 
launched The Adventures of Robin 
Hood program with a well inte- 
grated and spectacular publicity and 
sales promotion program designed 
with two main objectives. First, 
through publicity, to build as large 
an audience as possible so that our 
commercial messages could be seen 
by the mostest, and_ secondly, 
through sales promotion, to build 
dollar volume through drug, food, 
and syndicate stores. 

We feel that we accomplished our 
two objectives during the first year 
of Robin Hood and expect our suc- 
cess to continue through the second 
year, and if we are lucky, perhaps 
even into a third, fourth and fifth 
year, 


> The kick-off of the Robin Hood 
publicity program was a history- 
making five-day press junket to 
London and Sherwood Forest. We 
invited and took to England 67 of 
the top tv editors from important 
newspapers and magazines through- 
out the country. 

We took these influential writers 
to the Nettlefold Studios to see the 
Robin Hood show being produced. 
The timing was perfect, because it 
coincided with the start of commer- 
cial television in England. Our 
writers were treated like visiting 
royalty — a reception at the Amer- 
ican Embassy — a luncheon given 
by the Lord Mayor of Nottingham— 
a dinner at Claridge’s attended by 
top figures of the British entertain- 
ment world, and even an elaborate 
Elizabethan party on the Robin 
Hood set. 

These tv writers were so im- 
pressed, so appreciative and, most 
importantly, so saturated with real 
news on tv in general and Robin 
Hood in particular, that the mail 
pouches returning to the States on 
Pan American each night were sim- 
ply loaded. And with liberal men- 
tions of Johnson & Johnson and 
Wildroot and Robin Hood. 

This was the traditional “press 
luncheon” stretched out to almost a 
week of breakfasts, lunches and 
dinners, and spanning the Atlantic 
Ocean. 


> What was the cost of this pioneer- 


ing publicity pow-wow? In total, 
about $100,000 — but it only cost 
J&J and Wildroot $18,000 each. This 
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Landing in London .. . Some of the 70 
newspaper writers get off the chartered 
plane that took them to England. 


was because CBS, the network, and 
Official Films, the producer, both 
contributed. 

For the whole time we were in 
England we, the sponsors, had to 
buy the group only one breakfast. 
The other meals were at the ex- 
pense of the British Board of Trade, 
the BBC, the ITA, the studio, and 
the American Embassy. 

The biggest item of expense — 
transportation to England and back 
— was taken care of by a deal with 
Pan American. They gave us an 
airplane for 70 people and a crew 
in return for a four-second state- 
ment on each show, “These films 
flown from England by Pan Ameri- 
can Airways.” At regular rates, this 
item of transportation would have 
cost about $60,000. 


> Did the campaign pay for itself? 
In the first 90 days we received 
publicity for The Adventures of 
Robin Hood valued at over $180,- 
000. This is a conservative figure 
based on a value of 50 cents/line. 
The effectiveness of the publicity is 
shown in the Nielsen ratings. There 
are over 160 nighttime tv shows 
and Robin Hood has consistently 
ranked among the first 15. 

This estimate of what we got for 
our money is extremely conserva- 
tive when you look at the caliber 
of some of the publicity breaks. 


> Upon the conclusion of the 
launching operation, which was de- 
signed to pre-sell and condition the 
audience for the first show, we im- 
mediately initiated what we called 
a sustained publicity campaign de- 
signed to hold the original audience 
and attract new viewers. 
Highlighting the continuous pub- 
licity campaign was an_ unusual 
community service project by the 
Boy’s Club of America in 25 key 
cities throughout the country, in 
cooperation with local Community 
Chests and United Fund Organi- 


zations. Public events were staged 
on behalf of the fund-raising groups 
that resulted in favorable press, ra- 
dio and tv publicity for the drive, 
the Boy’s Club, and Robin Hood. 
Typical of the publicity generated 
by this Robin Hood promotion was 
what happened in Toledo. 


e 200 Boy’s Club members, out- 
fitted in Robin Hood costumes and 
bearing placards and banners car- 
rying “Thank You for Contribut- 
ing’ messages paraded down Main 
St. at noon-time on a busy Satur- 
day. Traffic was stopped, and wide- 
spread newspaper, radio and tv 
coverage was given to the parade. 


> Every week all year, Young & 
Rubicam tv publicity group sends 
releases to all tv writers. This re- 
sults in thousands of plugs for the 
show. It’s impossible to show you 
physically the net results of all 
these efforts, but there are huge 
press clipping books which will 
serve to indicate that this has been 
a slightly colossal job. 

Publicity is only a small part of 
the total effort. Everything we do 
is designed with the ultimate pur- 
pose of moving goods through our 
retail dealers to consumers. Just 
how was this done and how did we 
use Robin Hood as a selling tool? 


> As a kick-off at fall meetings of 
drug wholesalers, grocery chain 
operators and rack jobbers, we 
showed a 15-minute segment of the 
first episode of Robin Hood. At this 
meeting promotional materials were 
introduced. There were Robin Hood 
counter cards; sticker cards for 
walls, windows, show-cases and 
counters; package cards; banners; 
wrap-arounds for grocery carts; 
handbills. 

To build interest in the program, 
a “wanted” handbill was mailed 
from Sherwood Forest in Notting- 
ham to the trade and to the John- 
son & Johnson sales force. The 
handbill, which included a picture 
of English actor Richard Greene, 
who played Robin Hood, told of the 
sales potential of the program. 
Dealers were urged to stock up on 
displays and Johnson & Johnson 
items in anticipation of the demand 
the show would create for J&J 
products. 

As a colorful extra dash, we de- 
veloped Sherwood Green Band-Aid 
Bandages solely for trade promo- 
tion. These served as sales remind- 
ers and as a gentle nudge to deal- 
ers to be sure to tie in with the tv 
show. 

A series of “wanted” handbills 
also went out to a list of 120,000 or 
so J&J sales people and dealers. 
This promotion was backed up by 
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For the Kids . P.o.p. display was 
backed up with tv commercials, business 
paper ads. 


large space ads in business papers 
in the drug and grocery fields: 
Again, the intent was to build in- 
terest in the program and to excite 
the trade with tie-in possibilities 
that would result in increased sales. 


> First indication that the program 
was destined for sales success was a 
special promotion consisting of a 
Robin Hood floor stand filled with 
pre-priced merchandise. Forty-five 
thousand of these units were dis- 
played in stores through the coun- 
try within a month after the offer 
was made. 

But all this was only the begin- 
ning. In January the first premium 
offer was made that tied in with the 
show. Like all subsequent promo- 
tions, this had dimension to it. It 
had something for the consumer, 
something for the retailer and, of 
course, dollar volume for J&J. The 
company used this initial premium 
to bolster sales of baby shampoo. 

The premium was an official 
Robin Hood hat which was featured 
on four commercials on the show 
over a six-week period. For the 
trade, we offered special bins of 
Johnson’s Baby Shampoo. A sign 
on the bin plugged the hat, which 
could be obtained for a box top and 
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50c. Ads in four drug books and 
three grocery books were used to 
supplement this promotion. 


> Before this promotion could die 
down, another was launched in 
March. This one, geared for the 
adult market, included a $100,000 
Robin Hood jingle contest. It was 
strongly promoted with double-page 
ads in Life, Saturday Evening Post, 
Scholastic Magazines and _ single 
pages in drug magazines and gro- 
cery books. 

Retailers were offered a_ floor 
stand of the largest selling size of 
first aid and baby products. The 
unit was completely stocked, with 
prices and with details of the con- 
test outlined on the bin. Retailers 
paid $45.07 for the unit. Merchan- 
dise sold for $73.62. Each retailer 
could chalk up a profit of $28.55 for 
each deal. 

All of this added up to pure gold 
for Johnson & Johnson. On this 
promotion alone, we moved mer- 
chandise with a full retail value of 
$3,681,000 — which figures to a 
hefty $1,427,500 mark-up for re- 
tailers. More than 400,000 contest 
returns have come in. Most impor- 
tant was that over 80° came from 
point-of-sale. 


>To keep the kids happy while 
adults were trying to cash in on the 
$100,000 jingle contest, a Robin 
Hood trading card promotion got 
under way in May. This hot pro- 
motion, which allowed kids to be- 
come members of the Robin Hood 
Band (with a badge to prove it), 
was tied in with a $25,000 trade 
contest. 

Each package of Band-Aid band- 
ages contained a colorful trading 
card showing an action scene from 
the tv show. For 25c and a Band- 
Aid plastic bandage wrapper, one 
got a full set of 20 cards and an 
official Robin Hood badge. 

Once again a sales bonanza! Dur- 
ing this promotion J&J sold more 
than 3,000,000 packages of Band- 
Aid bandages at a retail value of 
more than $1,400,000. 


> Building sales is closely tied to 
building a strong and faithful audi- 
ence for a tv show. Working with 
our agency, we attempt to do this 
in all advertising and promotion. 
Some specialized efforts, however, 
also are being used. Two cases in 
point show how this is being done 
at educational and community lev- 
els: 


1. In February J&J used a full 
page in Scholastic Teacher in which 
Robin Hood was promoted as a 
“New and different tv show for 
classroom study and discussion.” 
The ad was an out-and-out pitch 


for a listening audience. It sug- 
gested that “through the magic of 
these living lessons in English lit- 
erature, medieval history and other 
classroom subjects, the student’s 
mind is enriched and stimulated.” 
Stills from the film illustrated dif- 
ferent subjects of study. A free map 
of Sherwood Forest was offered 
teachers. Over 40,000 maps are 


hanging in classrooms cross-country. 


2. To whip up interest among kids 
and to do it on a good community- 
relations level, J&J sponsored a 
contest for members of 30 Boys’ 
Clubs in 20 cities. The idea was 
to fill out a contest form headed: 
“If I were Robin Hood I would do 
these things for my community.” 
The winner, Gerry Casey, Scranton, 
Pa., won a trip to England for his 
contribution. What would he do if 
he were Robin Hood? 
“My band and I would fight cor- 
ruption and graft wherever it oc- 
curred, but our weapons would 
be ballots instead of bows.” In 
addition he would alert all people 
in the community to take an ac- 
tive part in civic and welfare 
affairs. He would oppose race 
prejudice and bigotry and, among 
other things, would “increase 
teachers’ pay sufficiently to make 
them feel it is worthwhile to enter 
the teaching profession.” 
No wonder we have teachers 
plugging our show. 


++. continued on page 88B 
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For the Grown-ups . . . Jingle contest 


was promoted in national magazine ads, 
pulled over 400,000 entries. 





Good feeling helps to create good printing, 

and Clement people feel “like part of the 
family.” They work in the right atmosphere, and 
few ever leave. They know the door to advance- 


ment is always open ... it's a management policy. 


Many spend their working lives here. They take spe- 

{“ cial pride in achievement, and it shows. Another reason 
why leading businesses* depend on sharp, sparkling color 
printing by Clement. Ask any Clement sales office for details. 


*37% have done business regularly with Clement for 20 years 
or longer; 43% are 5 to 19-year ‘’veterans.’’ 


J. W. CLEMENT CO. Manufacturers of Quality Printing 
Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bldg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Van Orden Co., San Francisco 


BRANNAN ST SAN FRANCISCO, CAL 





Young Casey was given the royal 
publicity treatment with plenty 
of side benefits for the Robin Hood 
tv show. Because the contest also 
provided for selecting local winners 
in communities across the country, 
similar publicity for the show was 
generated at the local level. 


> Last September, to kick off the 
start of our second year, we under- 
took still another tremendous pub- 
licity venture on behalf of the 
Robin Hood tv program. We took 
Robin Hood and Maid Marian on a 
ten-city cross-country personal ap- 
pearance tour. Our objective was to 
secure the widest possible exposure 
on tv, in magazines, newspapers 
and in person, thereby building a 
greater audience for the new Fall 
series, intensify Robin Hood’s pop- 
ularity with youngsters throughout 
the country, build trade relations 
and regenerate interest of editors in 
the Robin Hood series. 

It is conservatively estimated that 
we received $191,000 worth of 
newspaper, tv and station promo- 
tion publicity for an out-of-pocket 
expenditure for Johnson & Johnson 
of $18,000. Here again, Wildroot, 
CBS and Official Films shared in 
the expenses. The above figure does 
not, however, give any indication 
of the amount of good will which 
was generated and which can not 
be measured in dollars and cents. 

The high rating of the 1956 fall 
Robin Hood series, 40% higher than 
a year ago, points to the success of 
the tour. 


> Once again, let me restate our sole 
objective — to sell more J&J mer- 
chandise. On each Monday night 
from 7:30 to 8:00 approximately 
40,000,000 people look at The Ad- 
ventures of Robin Hood and see two 
minute commercials on our prod- 
ucts. These 40,000,000 people gather 
around their sets partly because 
Robin Hood is a timeless hero and 
he and his merry men are a price- 
less part of our heritage. But also 
because through imagination, fore- 
sight, courage and ingenuity we 
wrote off seven or eight centuries 
and made Robin Hood a living, vital 
figure today. 


> Can you imagine how surprised 
King Richard would be if he left 
his 12th century grave and found 
boys and girls playing Sherwood 
Forest games with long bows and 
arrows, quarterstaffs and shepherd’s 
crooks? Or even more incongruous, 
if he found his loyal followers, 
Robin Hood, Little John and Maid 
Marian selling Band-Aid plastic 
bandages and Johnson’s’ Baby 
Shampoo that “won’t burn eyes” in 
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Promotional Tour . Stars of series 


start off 10-city tour with gift to United 
Fund. 


Whelan drug stores, Grand Union 
supermarkets and F. W. Woolworth 
stores? Yet that is what is occurring 
every day as a result of the com- 
bination of the miracle of modern 
day electronics and the sales pro- 
motion program that has been un- 
der way at Johnson & Johnson since 
we bought The Adventures of 
Robin Hood last year. « 


Network and Spot Facts 
Given in TV Booklet 


A detailed booklet that hard-sells 
the advantages spot distribution of 
tv films offers the advertiser is 
available from the Katz Agency 
Inc., New York. 

Entitled How to Make a TV Half- 
Hour Work Overtime, the Katz 
booklet makes effective use of 
clear-cut charts and hard-hitting 
statements to present the case for 
spot distribution. 

Among the advantages listed for 
spot distribution, the booklet in- 
cludes: 


e Audience acceptance 

® Dealer-distributor preference 

@ Free choice of markets and sta- 
tions 

e Maximum 
ciency 

e Lower program charges 

® Realistic market emphasis 

® Greater flexibility in commercial 
copy announcers 

® Outstanding time periods 


cost-coverage _ effi- 


Other sections of the booklet in- 
clude the results of a Trendex re- 
port showing that over 84% of 
viewers don’t know whether a show 
is distributed network or spot, and 
comparison lists showing the lead- 
ing markets for both types of dis- 
tribution. 

- for more details circle 401, page 121 


Technamation Technique 
Makes Commercial Debut 


A new television commercial 
technique that can reduce demon- 
stration time and lower costs as 
much as 50% has been introduced 
by Technical Animations Inc. 

Seen for the first time on Chry- 
sler Corp.’s “Climax” show, the new 
technique, called Technamation, is 
reported to be able to dispense with 
much of the complicated and ex- 
pensive details of film animation by 
utilizing a mechanically activated 
transparency of optical plastics to 
project a live animated image. 

The movement of this image can 
be controlled and varied at will, 
and is capable of reproducing, in 
full perspective, the internal and 
external working action of any 
mechanism or device. « 


Animation Equipment 
Discussed in Booklet 


An eight-page booklet describing 
the design features of integrated 
animation units is available from 
the Animation Equipment 
New Rochelle, N. Y. 

Reprinted from the SMPTE Jour- 
nal, the article delves into the ad- 
vantages of close coordinated design 
in animation equipment and men- 
tions that this is the basic concept 
by John Oxberry in the design of 
equipment for animated film pro- 
duction. 

Every element of animation 
equipment is covered in the booklet 
and illustrated with photographs 
and drawings. 

- + for more details circle 402, page 121 


Corp., 


Automatic Table Viewer 
Features ‘Fixed-Focus’ 


A new “fixed-focus” automatic 
table-viewer that enables top-quali- 
ty viewing of 2x2” regular and 
super slides has been introduced 
by Villa Mfg. Co., North Chicago, 
Til. 

Weighing only eight pounds, Vil- 
la’s “Model 22” has a four-inch 
screen, three-stage illumination 
switches to handle any exposure 
density, an adjustable viewing 
angle, and an automatic feed that 
can put 25 slides through the viewer 
and stack them in the right order 
for the next showing. 

It can provide sharp, clear pic- 
tures in a lighted room, and illumi- 
nation uses either battery or 110- 
volt power. 

Over-all size is 8x8x9’”; list price 
is $29.50. 

Additional information is availa- 
ble. 


- for more details circle 403, page 121 





“By gad, Finchley...I insist you ask me for a raise!” 


Anyone who can find a way to cut costs and still 
retain quality is sure to send the boss into ecstasy! 
And many Finchleys (may their pockets jingle with 
joy) have found the answer in their companies’ 
printing bills. Perhaps you will, too! 


Here’s how! Paper represents over 25 per cent 
of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 

What’s the deal? Consolidated pioneered a mod- 
ern papermaking method that eliminates costly 
manufacturing steps, yet maintains finest quality. 


FREE OFFER! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- 
ison test run with your printer under any condi- 
tions you like. Fair enough? 

' . e e 


Available only through your Consolidated Paper Merchant 


Enamel Printing Papers 
a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 


SALES OFFICES: 138 S. LA SALLE ST. ¢ CHICAGO 3. ILL 
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ilbert Papers 


Made with new cotton fibres and tub-sized, air-dried, Gilbert aire - 
Quality Papers have the strength and excellent surface to permit 
quick, neat erasures. There's no fuzzing or scuffed appearance 
...much costly retyping can be eliminated. Ask your printing 


supplier or local Gilbert Paper Merchant about Gilbert 





Quality Papers and the new Gilbert Superase Bond. ee, 


GILBERT PAPER COMPANY, MENASHA, WISCONSIN PAPE RS i 
A good letter is always better...written on a Gilbert Cotton Fibre Bond 
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Direct mail faces a curious para- 
dox today. 

Studies show that as the volume 
of direct mail which consumers re- 
ceive grows by leaps and bounds, 
there is a growing tendency to min- 
imize it, to throw away most of it 
after a cursory reading if not after 
a cursory glance. 

At the same time, however, our 
numerous studies in this field also 
reveal that people derive very great 
satisfactions from receiving any 
kind of mail — including advertis- 
ing and promotional mail. Appear- 
ances notwithstanding, direct mail 
advertising remains potentially a 
most valuable source of stimula- 
tion and gratification and thus a 
splendid sales tool. 

What, then, explains the ambiva- 
lent behavior of the public? How 
can negative feelings be turned in- 
to positive ones, thus making direct 
mail pieces psychologically effec- 
tive? 

In order to get answers to these 


Reprinted by special permission from 
“Motivations,” the monthly psychological 
report for business. Publisher, Dr. Ernest 
Dichter, Croton-on-Hudson, N.Y. 


Getting the most out of 
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Here are some practical guides, based on the findings of 


motivational research, for making your mail more effective 


questions, we must first of all exam- 
ine the fundamental question: Why 
do people like to receive mail? 


> Analysis of our depth interviews 
indicates that the attraction in re- 
ceiving letters is rooted in man’s 
social instinct, in his yearning for 
contact with others. Correspond- 
ence is felt to be a particularly in- 
teresting and valuable form of so- 
cial intercourse. 

Since the earliest times, man has 
been inclined to believe that letters 
are a superior form of exchange be- 
cause, he feels, the written word is 
deeper, more sincere, more reveal- 
ing and naturally also more perma- 
nent than the spoken one. 

Even such a skeptic as Samuel 
Johnson could say in a letter to 
Mrs. Thale, “In a man’s letters... 
his soul lies naked; his letters are 
only the mirror of his heart: What- 
ever passes within him is shown 
undisguised in its natural process: 
nothing is inverted, nothing dis- 
torted: you see systems in their 
elements: you discover actions in 
their motives.” 


> Letters, then, are an exceptionally 
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appreciated form of human com- 
munication. And our findings dem- 
onstrate that such appreciation is 
mainly based on the following ele- 
ments. 


1. The writer cares about me. He 
wants to get in touch with me, he 
takes the time to seek me out. 


2. I'm lifted out of my emotional 
isolation. I can commune with an- 
other person. 


3. I’m lifted out of my intellectual 
isolation. The letter gives me news 
about the outside world, whether 
the news concerns the state of 
health of someone I love or some 
economic, social or political devel- 
opment. 


4. I’m receiving a human document 
I can trust. It is a more powerful 
tool for understanding than mere 
words. It gives me a greater feel- 
ing of security. 


5. I feel stimulated, in a sense more 
alive. The letter has challenged me 
to feel, think, react. 


By experience, and without put- 
ting it in so many words, people 





Direct Advertising * 91 









know that the right letter will per- 
form the above five jobs. The pleas- 
ant excitement one feels upon re- 
ceiving mail is a subconscious an- 
ticipation of these gratifications. 


> A main conclusion of our studies 
in this field is that (with differ- 
ences in degree) people tend to 
expect the same kinds of basic grat- 
ifications from direct mail that they 
derive from private letters. 

What do these abstract findings 
mean in the terms of concrete, 
everyday procedures? Here are a 
few examples illustrating the kinds 
of techniques which the copy writer 
and the artist must develop in order 
to capitalize on the appeals of the 
major points developed above. 


® The signature is probably the 
weightiest psychological element of 
a private letter. It’s almost a physi- 
cal part of the sender. Yet direct 
mail often pays too little attention 
to this element. Most signatures 
have no personal meaning, they 
don’t project a living person. A fund 
raising letter signed by Pablo Casals 
will be more successful than one 
signed by the president of the com- 
mittee, as socially prominent as he 
or she may be. 


® If possible, let the signer have 
at least a transferred or vicarious 
“personality.” For instance, why not 
have the eternal “circulation man- 
ager” of magazines state in his pro- 
motional letters: “Mr. X., our Edi- 
tor (or Publisher), has asked me 
to transmit the following message 
to you.” 


® Instead of being an uninvited 
guest, “introduce yourself,” give 
personal references. We found, in 
fact, that in many cases the first 


question our respondents asked 
themselves was “I wonder where 
they got my name.” 

Try to answer that question 


whenever feasible in a reassuring 
and flattering manner. Suppose your 
list comes from American Heritage; 
you may obtain permission to say 
“we know that you are a subscriber 
to American Heritage and conse- 
quently you are a person of dis- 
criminating taste.” 


® Giving yourself away right off the 
bat as “commercial mail” by using 
green, pale blue or other unusual 
ink is often a mistake. The more 
the paper and the type you use ap- 
proximate the style of private let- 
ters, the prompter the establish- 
ment of rapport. 


®@ Establish emotional communica- 
tions by appropriate sensory im- 
pressions reflecting the nature of 
the product. Put an attractive book 
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mark in a letter advertising books, 
a small sample of material in fash- 
ion offerings. A wholesale rug com- 
pany in upstate New York sends 
interested clients colored slides and 
a stereopticon viewer on request — 
with excellent results. 


® Satisfy the recipient’s yearnings 
for news by giving him information 
rather than a sales pitch alone. 
Speak of the “garden tool problem,” 
the “news magazine problem,” the 
“shortening problem” of today’s 
consumer and the solution of these 
problems. 


® Satisfy the recipient's yearning 
for security. One way of doing this 
is to offer him an orderly world. 
Organize your pieces, connect them 
and number them. Only too often 
pieces fall out of the envelope or 
there seems to be no connection 
among the enclosures. 


e As far as the copy is concerned 
give him security by reading his 
mind. Anticipate his fears, doubts, 
suspicion, give him the impression 
that he is the one who decides. 


> It would, of course, be impossible 
to specify here all the possible tech- 
niques at the disposal of psycho- 
logically correct direct mail. Each 
case is different. The very fact that 
the most personal kind of direct 
mail means that the specific appli- 
cations must depend always on the 
personality of the recipient. 

At first blush, the demand to 
adapt direct mail to the personality 
of the recipient and to fashion ap- 
peals accordingly appears to be a 
technical impossibility. How can one 
speak of the personality of the re- 
cipient when mailings often go out 
in hundreds of thousands of copies? 

The answer is twofold. First, di- 
rect mail is often sent to compact, 
homogeneous groups. Second, just 
as often the personality of the likely 
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“Say—you are fast.’’ 








buyer or subscriber may be de- 
fined by the very nature of the 
product or serve offered. 


1. The Homogeneous Group... 
Here are the condensed highlights 
of a case history which will illus- 
trate how study of the personality 
of a given group may serve as a 
reliable guide for direct mail ef- 
forts. 

In a large scale study of how 
pharmaceutical ads and direct mail 
for physicians may be made more 
effective, we found that an over- 
whelming proportion of the doctors 
tend to make short shrift of direct 
mail advertising. 

Ninety-six percent of our sample 
of 206 read direct mail in the office, 
73% of them “while they were un- 
der pressure.” 

Our study revealed that this off- 
hand reception of direct mail by 
the physician is rooted not in ra- 
tional scientific reasons but in an 
emotional attitude of discontent. 

Specifically, the producers of the 
discarded direct mail completely 
failed to understand that the M.D. 
is in conflict with today’s society on 
several scores. 


>» The doctor wants to feel that he 
is both a rational scientist and an 
idealist. He considers himself a ded- 
icated healer who has worked very 
hard to achieve his competence. He 
knows he is an individualist. And 
he sincerely believes he is a pillar 
of society who defends proven val- 
ues while backing progress if it is 
proven that the step ahead is sound. 


@ The doctor’s actions and thoughts 
are based on these premises. But 
his every-day experience shows him 
that society does not always share 
this view; that, in fact, it often tries 
to push him off the pedestal. 


© He particularly resents the pre- 
tensions of the lay public to be 
“well-informed” about modern 
medicine through popular articles 
and books. 


® He is offended by the attitude 
that the so-called wonder drugs 
cure miraculously. 


® He is also suspicious of the com- 
mercialism in the drug field and he 
is scornful of inexact statements and 
exaggerated advertising claims. 


Thus, the main elements of the 
doctor’s conflict shape up. And we 
find that the effects of this conflict 
manifest themselves in even the 
smallest details which are con- 
nected with his professional life, in- 
cluding his reactions to the medi- 
cal ads and the direct mail he sees. 


>» The physician feels, in fact, that 


Under a recent Postal ruling: 


—an envelope larger than 5” x 1144” (letter 
size) or larger in either dimension carrying 
Third Class postage may be sealed. 


This means that envelopes 5144” x 7144”, 54%” 
x 844”, 6” x 9”, etc. can be sealed and mailed 
Third Class provided they can be easily opened 
for examination and carry the “PULL OPEN 
FOR INSPECTION” notice. 
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Perfect for use under new Post Office Third Class Sealing Regulation 
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body allows instant, safe sealing without moisture. ’n Seal envelopes. Using a somewhat different 
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Here's good news too: Unique, high-speed machinery 
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Che Vow Chat Binds Coo 


Strictly Snaps Itself 


That's a good alibi for a guy who wants 
to do a bit of plain and fancy chasing 
but, not so with us at Brodie’s. A vow... 
a promise . . . call it what you like, tie 
us down as tight as you like; we'll do it 
and we won't snap ourselves. And the 
price will be right, of course 


Lyodie ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE «+ WA 2-9560 
Fast and Resourceful Service — Since 1919 


— Reasonable, too! 


Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 


' full color 
post cards 
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for hes than \¢ 


Full Color Crocker Mirro-Krome 
post cards will sell your product. 
With the new exclusive Mirro Screen 
process, Crocker Mirro-Krome cards 
now cost less than 1¢ apiece. 
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H.S. CROCKER CO., INC. 


San Francisco,720 Mission Chicago, 350 N. Clark 
Los Angeles. 2030€.7th New York, 23 E. 26th St. 


in his great professional conflict 
most direct mail he receives is not 
on his side. Thus, inevitably, direct 
mail will remain ineffective as long 
as it only considers the prescription 
and not the prescriber. 

How, then, should direct mail to 
doctors be devised? As practical 
examples, here are just a few of 
the operative recommendations that 
were submitted to the Pharmaceuti- 
cal Advertising Club. 


® Strong in his belief that he is a 
fully rational being, the M.D. re- 
sents obvious emotional appeals. 

On the other hand, our depth 
interviews and ad-tests proved that 
cold black and white presentation 
of objective facts is mostly ignored. 

Highly technical copy featuring 
complicated charts and chemical 
formulae also tends to be rejected 
for the simple reason that the aver- 
age doctor is hard put to under- 
stand it and is unpleasantly re- 
minded of his lack of knowledge in 
this area. 

In these circumstances the psy- 
chologically correct approach is to 
develop emotional and sensory ap- 
peals within a framework of ration- 
ality and provide maximum verbal 
statements. 

But all this should be done in a 
form which seems only to be offer- 
ing helpfui information to assist the 
doctor in making up his mind. 


@ To allay the doctor’s fears con- 
cerning “sheer commercialism,” di- 
rect mail must provide symbols of 
conspicuous honesty. A modest 
tone, stressing claims of progress 
rather than perfection, and stating 
side effects is the approach which 
seems best calculated to create an 
aura of believability for physicians. 


e To pacify the doctor’s resentment 
over attempts to relegate him to 
the role of pill dispenser, direct 
mail should build up and reinforce 
the physician’s prescriptive and 
healer role. 


© To reassure the doctor that he is 
an individual in his own right and 
not an experimental station for a 
pharmaceutical manufacturer, di- 
rect mail should justify a new prod- 
uct by featuring the need or the 
problem of doctors like the recip- 
ient which have led to researching 
and developing the product. 

This handful out of 40 detailed 
recommendations is summed up 
here to demonstrate how determi- 
nation of the psychological world 
within which the recipient moves 
creates guideposts to the form and 
content of direct mail that will pull. 


> Such findings, of course, apply 


not only to doctors, but all other 
groups which have a common de- 
nominator. 

Insight into the emotional needs 
and problems of these groups will 
not only command the creation of 
different and individual general ap- 
peals, but will show the necessity 
to use different sets of objectives, 
styles, visual presentations. 

As a practical proof of the cor- 
rectness of this approach we may 
mention the case of the Consoli- 
dated Midland Corp., manufacturers 
of proprietary drugs. 

A campaign based on the find- 
ings and recommendations of the 
study quoted above and conducted 
by the Graphic Point advertising 
agency increased sales by 40% in 
nine months. 


2. Product-Created Personality 
Factors. . . How about mailings sent 
to masses of people of many occu- 
pations, age groups, social back- 
grounds? 

When a man orders power tools, 
or tulip bulbs, or a news magazine, 
different portions of his personality 
are at play. The very nature of the 
product is indicative of a person’s 
expectations, of his mental frame, 
of the psychological satisfactions he 
wishes to derive from its use. 


> To illustrate the truth of this con- 
cept, let us have a quick look at 
another study. This was done for 
the Book-of-the-Month Club, a 
prominent user of direct mail. 

The assignment was to establish 
the reasons why people join the 
Club, why they leave it and how 
it would be possible to delay the 
cancellation of their subscriptions; 
also to examine the Club’s direct 
mailing pieces and establish their 
effectiveness or lack of it, from this 
psychological point of view. 

Evidently, in this case, we were 
not dealing with a_ specialized 
group, but with men and women 
in all stations of life. 


Mr. Walters is gone. You shouldn't 
have phoned first. 









> The problem was, therefore, to 
reach and influence an anonymous 
mass. In order to do to we had 
to discover what these millions had 
in common. Purely quantitative re- | 
search offered no solution. Even if 
the age groups, occupations, sex, 
etc., of the subscribers were known | 
down to the last detail, they would 
only add to the confusion. 

Only motivational research could 
establish a common denominator 
by answering such questions as: 
“What did the subscribers expect to 
get out of their membership? Do 
they feel their intellectual and so- 
cial status would be enhanced by 
joining? What is the symbolic 
meaning in their lives of the mem- 
bership? In what form should the 
five basic expectations in receiving 
mail be adapted to their needs?” 

















>» Very briefly, we found that the 
majority of the most likely future 
members did share a number of 
hopes, fears and expectations. Thus 
they subconsciously felt that they 
were pseudo-intellectuals, and 
hoped that the Club would make 
them into real intellectuals; they 
wanted tangible proofs of being 
well read; they considered the high- 
quality enrollment books as a psy- 
chological premium for their ideal- 
ism. 

Among further motivations, Book- 
of-the-Month Club was expected 
to offer a lesson in living, and to 
start them on a new adventure, that 
of the mind. 






> On the negative side, we found 
that after enrollment there were 
a number of factors which wore 
down the original glamor. People 
chafed under the authority of the 
book judges. They were irked by 
being given too many best sellers, 
for, they found, you don’t have to be 
“in the know” to find out about best 
sellers, and so their prestige was 
not enhanced. 

Another factor involved the ac- 
cumulation of unread books; it 
aroused guilt feelings. 

There were of course many other 
features our motivational study re- 
vealed, but these few examples il- 
lustrate amply our approach. 

Once more, as in the case of the 
doctors, our techniques permitted 
us to single out a personality, almost 
an individual complete with his 
wishes, gripes, ambitions, fears. 

















>» We now were able to spell out 
efficient themes and approaches for 
the copywriter. On the one hand, he 
had to neutralize the negative, by 
bringing subconscious fear, anxie- 
ty, resistance into the open and giv- 
ing them a reassuring, encouraging 
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is no longer 
the question! 





When your sales message reaches the prospect’s desk 
in a Cupples-Hesse envelope, there is little (if any) 
doubt that it will be opened. You see, Cupples-Hesse 
envelopes are smartly designed and engineered 


to arrest attention, create interest. 


If you want to be certain that your envelopes 
will do the best possible selling job, call us! 
You'll be glad you did. 


Cupples-Hesse manufactures a complete line of 
stock and custom-designed envelopes. All sizes, 


styles and colors. Priced right, too! 


CUPPLES-HESSE CORPORATION 











4110 N. Kingshighway, St. Louis 15, Missouri—EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of ltlowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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twist. (As an example, we insisted 


= e that subscribers be told they are 
not duty bound to read the books 
they receive immediately. They may 


lay them aside for vacation reading. 
| This was to rid them of guilt feel- 


- | ings over not reading the books as 
° a | fast as they came in.) 
is the missing | The second task of the copy writ- 


er was to reinforce the positive as- 
| pects. This phase of the promotion- 
link in our sales chain! al literature aimed at telling the 
y ° Club member how right he was in 
his motivations which had made 
him join. Without noticing it, he re- 
ceived encouragement and _ sanc- 
tion for his reasoning; he felt he 
was doubly right and the process 
couldn’t but powerfully enhance 
his loyalty to the Club. 


> To sum up, because direct mail 

GATHERS is so personal, because it singles 

ee - | out the consumer and enters his 

MOISTENS | home, it must establish a strong, 

pansys wdeeoah | individual rapport with the recip- 

COUNTS £ ient both in its content and its vis- 
STACKS ual elements. 

To be able to perform this task 

in a psychologically effective man- 


New Phillipsburg q ner, direct mail must establish that 


INSERTING Axo M @ It is sincerely interested in the 


problems of the recipient. 


MAILING MACHINE e It is familiar with the recipient's 


business-beilder for 30 years The missing link in your emotional world and _ shares his 

sales chain is Inserting & Mailing feelings. 

Machine’s new Phillipsburg 

model—if you're still rounding up | © It brings valuable news. 
mailing crews, wasting time on tedious, costly hand mailing 
methods. I & M performs 8 operations in one, smooth sequence: : 
gathers, opens flaps, stuffs, moistens, seals, prints indicia, stacks, ¢ It makes the recipient's life full- 
counts... gives you control over every step! | er, more stimulating, more ae 

CUSTOMER CONTACT — Follow up advertising with direct mail, EE 

catalogs, sales letters, announcements, house organs, institu- 
tional pieces. Mail what you want when you want — take fast Pitney-Bowes Outlines 
advantage of price, competitive situations! 


° one ° 

PROSPECT CONTACT — Explore new applications, stimulate Caen Cy ps 
inquiries, get trade and consumer data, capture new markets. | 
Send out specification sheets, ads, offers, questionnaires, pro- 
posals...lay the groundwork for new business ahead of 
competition! 


e It is safe, unselfish, reliable. 


Business mail users are offered 
pertinent facts or more efficient 
mailing methods in a _ fact-filled 
booklet entitled, 29 Timely Mailing 
SALESMEN CONTACT — At the touch of a button... keep sales- Tips from Pitney-Bowes Inc., Stam- 

men, jobbers, retailers on their toes with timely mailings of ford, Conn. 
sales aids, promotions, price lists, catalogs, change notices, Designed to be of use to the 
bulletins, confidential reports, advance releases. | small-volume mailer as well as the 
large, the booklet bases its “timely 
NEW 2-STATION IM inserts tips” th -actical th that 
acme ; C ips” on the practica eory tha 
r bills, checks, statements, premium “whatever helps the post office, 

| notices accurately, fast. Get the facts a 

> on this new low-cost model. helps you. 
The 29 suggestions are presented 

INSERTING in three categories including: 

&e MAILING C I'd like to know more about Inserting & Mailing Machines 


C) I'd like more information on the new 2-Station | & M 


MACHINE CO. Name 


PHILLIPSBURG, NEW JERSEY 


1. Helpful Hints for Handling Your 
Regular Daily Mail 

2. Parcel Post Pointers 

3. Tips for Advertising and Other 
Volume Mailings 


Firm 





Sales and Service Street 
Representatives 
from coast to coast 





A footnote feature of the book- 
let gives little-known but helpful 
facts on mailing in each section. 

- . « for more details circle 415, page 121 








“Slide rule on a bender” 


“Puzzled baby” 


By N. C. Richardson 

Asst. Adv. Magr., 

Jones & Lamson Machine Co. 
Springfield, Vt. 


The problem: To shake loose a 
multitude of field applications for a 
series of ads. 

As an explanatory campaign in 
1955, we initiated a short series (six 
insertions) of ads featuring Roger 
Price’s “Droodles.” Horizontal me- 
dia were used, aiming at finding 
markets other than those in which 
we were selling. This was success- 
ful in that sufficient data were col- 
lected pointing to the most likely 
avenues for our market research 
people to do depth investigations. 

In addition to market data gained, 
the “Droodles” series also produced 
many sales leads; more than a few 
of which directly resulted in orders. 
This raised the question, “Why not 
use this vehicle to reach our known 
markets, using vertical business 
papers?” It was an off-beat ap- 
proach, but for our known metal- 
working market, we wished to pro- 
vide more specific product informa- 
tion. 

This called for a revised format 
to include actual field applications. 
And a lot of them. 


> We had no shortage of applica- 
tions; there are literally thousands 
of successful ones spread out over 


“Record bug getting 
into the groove” 


How Jones 


“Bobsled run for fleas” 


Lamson 


Gathers Case Histories 


It takes some doing to get salesmen to pro- 
duce case histories, but a shrewd use of psy- 
chology and clever direct mail did the job. 


the land. Our job was to dig them 
out, and fast. We could immediately 
put our hands on a half dozen or so 
to get the ball rolling, but for 
selectivity and to save time and 
money, it was evident that we 
would need full cooperation from 
our field force; salesmen and serv- 
icemen alike. 

Experience had shown us that a 
standard general appeal to the field 
from home office sales and adver- 
tising people would not be enough. 
Field men have immediate and in- 
dividual problems of their own 
which tend to shove (though not 
intentionally) any added chores to 
a secondary position. We had to get 
them into the act. 


> Here’s how it was done. 

Neckties, featuring Droodle de- 
signs, were distributed at a sales 
meeting. At the same time, each 
man was given a reprint of an 
actual ad as well as a written out- 
line of what was needed. During 
the meeting, salesmen _ were 
crammed with necessary facts and 
figures about a new line of com- 
parators which was being intro- 
duced. But when they went home, 
they also had the tie, the reprints 
and the outline with them. After 
they went back to work, the same 
outline was again sent to them by 
mail. This time with some scribbled 
additions. Two or three days later 
a brief memo was sent: 


ve e persistent. 

it also easy to get rid of. Just send a 
-omparator application you know 
working well in your territory. 


» The anticipated break we needed 
followed almost immediately. One 
of our field men wrote the following 
memo: 
I appreciate a briefing on what 
ou need and your plans on the above 


mparator apr yt ns 


Now we could fully explain what 
we needed, in the form of a reply 
to a request from the field rather 
than in a general appeal or direc- 
tive to the field. 

It was done as follows and it 


went to all district offices and 
agents as well as to this one man: 
Subject: Comparator applications. Red 
is thinking of 
he is coming 
ist he asked t 


"T would 
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Put Muscle in Your Mail with 
JUMBO FLASH CARDS 


Big, colorful mailing cards in 33 eye- 
catching border designs give your im- 
printed messages dramatic impact for 
a fraction of usual cost. Get FREE 
design folder and samples. 


THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 


Send Jumbo Flash Card designs to: 
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It is not necessary to name a specific com- 
pany, although in cases where the mate- 
rial is complete and the company is 
agreeable, we do so. 

I enclose examples of two different 
treatments. Ad “A”: note here we show 
three applications. Photos are of the com- 
parator application only. The copy tells 
what is happening and usually includes 

me information on what the job or end 
product is, and how the user benefits by 
this type of inspection. 

Ad ‘B”: Here we had more detailed in- 


formation. The company involved told us 


helped solve it and some details about the 
different jobs being done, time saved, 
ther benefits such as reducing scrap, 
measuring close tolerances, etc. In a case 
such as this, we gather as much infor 
mation as possible from the user. We then 
-ondense it so as to fit in our ad space. 
The finished copy, photos and a dummy of 
the complete ad are then sent to the user 
for his OK. (This is done only when we 
ise @ company name.) 

Incidentally, “Eco Engineering” liked 
this treatment so well that they asked for 
7,000 reprints which they, in turn, mailed 

it to their own mailing list. 

If you can get complete stories like the 

=co"’ b — fine. But if not, the short 

ptions and photos will be OK. (W 
pay for 
us the bill.) 

By the way, it may interest you to know 
that these ads are received very favor- 
ably in the seven trade magazines in 
which they appear. Total circulation is 


350,000. 


>» Now that the problem had been 
explained to a receptive audience 
rather than a cold one, it was time 
for the sales manager to make his 
pitch. It was timed to arrive a few 
days after our detailed memo. The 
results were indeed gratifying. 
Within the week, applications 
started to come in, complete with 
photographs, data and customer ap- 


Early Mailings .. . 
Adman Builds Good Will 
With Christmas-in-July 


Last July, advertising managers 
were somewhat surprised to find a 
Christmas card in their morning 
mail. The explanation was on a 
memo tucked into the envelope 
which read “— as we were saying 
last December .. . 

The card itself, with the slogan 

. and a very, merry Christmas- 
in-July to you, too!” was a dupli- 
cate of the one sent out in De- 
cember, 1956, by New York adman 
Jay Gabriel Bumberg. 


Typical Ad - The droodles get the 
big play, but the case histories provide 
the meat of these full-page ads. 


proval (subject to finished copy and 
layout OK). 

So far we haven't had to, but if 
our application supply should 
dwindle, we feel sure that a re- 
minder will bring some more in on 
the double. 

The field man has found for him- 
self that this sort of thing helps 
him individually with customer re- 
lationship (particularly in the 
smaller plants) as well as providing 
assistance to the over-all national 
picture. 

After stating the problem at a 
group meeting and giving a physical 
reminder, our theory was to bang 
away at frequent intervals with a 
whimsical type of appeal until we 
had a chance to answer some ques- 
tions. Then, and only then, would 
we revert to the standard office-to- 
the-field procedure. 44 


> This extra value from a simple 
Christmas card is typical of the in- 
genuity which Mr. Bumberg has 
displayed towards what often has 
been a routine, lackadaisical matter 
with many others. In the few years 
since he has been in business, Mr. 
Bumberg has quickly reached the 
enviable position of having his an- 
nual greetings eagerly awaited and 
opened. 

One of his more successful cards 
was the one whose decoration was 
a simple tree outlined in red, with 
the alphabet, in green, forming the 
body. Not the entire alphabet, how- 
ever, for the series skipped directly 
from “K” to “M”, forming the sub- 
tle greeting “Noel.” 





Ingenuity Mailings 


gotten 


seat! 
aust ag sintt 


. . . Summer ‘‘Season’s Greetings’’ have proved simple but effective 


goodwill ambassadors for adman Jay Gabriel Bumberg. 


This tied in with a _ standing 
campaign which he has been carry- 
ing on with people who insist on 
calling him “Blumberg,” instead of 
“Bumberg.” 

The “No L” theme has been used 
a couple of times, but other years he 
has pitched his greeting around the 
Gabriel or the Jay in his name. One 


Card-Vertiser Offers 
Samples and Examples 


Samples and illustrated examples 
of Card-Vertisers self-mailers 
with the prospect’s name personal- 
ized on the built-in reply card — 
are available from Direct Mail 
Printing Co., New York. 

The Card-Vertisers can be used 
in a variety of ways including leads 
for salesmen, dealer aids, list clean- 
ing, swatch-sampling, etc. 

The mailers are available in 
black-and-white or color. Black and 
white prices range from $35 per 
thousand for minimum orders of 
3,000, down to $12.40 per thousand 
in lots of one-million. Color prices 
are somewhat higher. 

In addition to the samples, a bro- 
chure is available illustrating vari- 
ous case histories of Card-Vertisers 
in use. 

- for more details circle 430, page 121 


Mailing Piece Uses 
Miniature Viewer 


It takes something special to in- 
troduce a new product, on the lux- 
ury level, to a new market, not 
familiar with the company. This 
problem of double introduction was 
solved by the Superior Electric Co., 


year, his greetings was a plea for 
contributions to the Cystic Fibrosis 
Assn., with the “No L” signature 
being his only reference to his pre- 
vious greetings. 

Mr. Bumberg gives his Christmas 
cards much of the credit for build- 
ing brand name identity in what is 
essentially a service business. 44 


Bristol, Conn., and its agency, Mar- 
schalk & Pratt, New York, by using 
a specially-designed pop-up viewer 
supplied by Brownie Mfg. Co. 
Superior is a leading maker of 
illumination control devices, and 
sells primarily to electrical contrac- 
tors and to builders. Its new prod- 
uct, however, was packaged as a gift 
item, and was designed to be sold 
to the consumer through depart- 
ment stores, appliance stores, and 
others not familiar with the com- 
pany and its products. 44 


Linton Offers Idea File 
For Mail Advertising 


A two-handed promotion piece 
has been issued by Linton Brothers 
and Co., Fitchburg, Mass., in its new 
“Idea File for Mail Advertising and 
Mailing Methods.” 

Enclosed in a bright yellow file 
folder, the Idea Kit consists of eight 
sales-idea pieces for selling poten- 
tial users of direct mail advertising 
plus well-planned thumb-nail 
sketches of adaptations of these 
ideas. 

While the company quite reason- 
ably gets in a plug for its papers by 
using a different colored sheet of 
Vellum Line-Tone Bristol for each 


idea piece, the entire kit is of value 
to the adman interested in direct 
mail because of the tips included on 
each piece for more effective mail- 
ing methods. 

Each idea sheet has a section de- 
voted to a specific phase of direct 
operation and the headings include: 
“Building your Mailing List,” “Ad- 
dressing Techniques,” “How to Mail 
to Neighborhood Areas,” etc. 

The complete kit is printed by 
offset lithography. 

+ » « for more details circle 431, page 121 


Special Booklet Released 
On Post Office Facts 


To clarify the current confusion 
concerning the post office situation, 
Tension Envelope Corp., Kansas 
City, Mo., has published a special 
booklet entitled Separating Post 
Office Facts from Fiction. 

The result of a special research 
study in Washington by representa- 
tives of the company, the 20-page 
booklet is a special issue of En- 
velope Economies, Tension’s exter- 
nal house organ. It contains a digest 
of testimony, views and positions as 
expressed by post office and busi- 
ness authorities. 

- for more details circle 432, page 121 


Ship-in-a-Bottle Launches 
New Design Studios 


What does it take to get guests 
who will travel from all parts of the 
country to attend an “open-house” 
party? 

A reputation and an unusual in- 
vitation was the touchstone for 
Walter Landor, internationally 
known industrial designer, who re- 
cently opened spectacular new de- 
sign studios on San _ Francisco’s 
famed Embarcadero. 

More than 1,000 invitations in the 
form of a full-rigged sailing ship 
sealed inside a Paul Masson cham- 
pagne bottle were “launched” by 
Landor to invite guests to the open- 
ing of his new studios, an unusual 
conversion of an old pier building. 

4¢ 


Champagne Send-Off Ship-in-a- 
bottle invitation from Walter Landor in 
San Francisco held promise of real bubbly 
later at 


open-house for new design 


studios. 
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CARTER L. BURGESS:“The world of modern business moves swiftly. Yet every step must first be planned, then recorded, on paper. 
In a variety of uses, quality papers are the very foundation of business as we know it today.”—Mr. Burgess is President of Trans World Airlines. 


Better papers are made with Cotton Fiber“ 


You can be sure of greater beauty, strength, permanence and all-around perform- 
ance when you use cotton fiber papers. This has been true for generations. The 
premium qualities these papers possess come from the tough, flexible fiber that 
goes into them, and the highly specialized equipment and processes used in craft- 
ing them. So, don’t just buy paper—buy value. Specify cotton fiber papers. 
YOUR SUPPLIER KNOWS... why papers made of cotton fiber (25% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin, 
drawing, tracing, blue print and other papers. 


SETIER 


PAPERS 


*LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


©@Cotton Fiber Paper Manufacturers, 122 East 42nd St., N. ¥.C, 
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Magnesium for engraving is winning its place in the 


printing picture, in spite of reluctance on the 


By Robert B. Konikow 
AR Managing Editor 


It’s difficult to form a realistic 
appraisal of the progress of magne- 
sium printing plates. Many facts are 
clear, but many are a matter of 
judgment, of individual opinion. 
And all of them are technical, re- 
quiring practical experience in the 
field for adequate understanding 
and evaluation. But experience, 
with magnesium or its rivals, in- 
evitably introduces a bias, and 
there you are. 

To uncover the facts, AR staff 
members have talked to men with 
experience, from the developers of 
the materials to the ultimate user 
of the end products, and present 
here a report on what is happening 
and what is likely to happen to 
magnesium in photoengraving. 


> Let’s start off with an enthusiastic 
supporter of magnesium. C. M. 
Schloesser, president, Oshkosh En- 
graving Co., Oshkosh, Wis., is an 
early user of magnesium. He gives 
five reasons why magnesium is pre- 
ferred over other metals, especially 
zinc: 


1. Fine grain structure .. a ne- 
cessity for pin-point highlight dots. 


2. Lower cost . . a magnesium 
combination halftone is about two- 
thirds the cost of a copper combi- 
nation halftone. 


3. Molds quickly . . duplicate 
magnesium plates are less expen- 






part of production men. Here is a guide to what’s happening. 


sive than pattern electrotypes, when 
making matrices. 


4. Durability . magnesium plates 
stand up under long runs. 


5. Lightweight . . Can be filed 
with job tickets or artwork, and are 
light enough to produce great sav- 
ings in shipping costs. 


>» While few users object to the new 
materials on these counts, or doubt 
these claims, those who have re- 
fused to go all out for magnesium 
insist that there are several coun- 
tervailing factors. One large Chi- 
cago printer, who handles a num- 
ber of national consumer magazines, 
dislikes magnesium, and gives the 
following reasons: 


1. Difficulty with patching . . 
Magnesium plates are not easy to 
work with as standard copper ones; 
stripping in changes are more dif- 
ficult. 


2. Poor shoulders . Soft vig- 
nettes and edges do not result in 
high quality when curved printing 
plates are made for rotary presses. 
This requires delicate handwork on 
the finished plate, which eats up 
any savings on the original produc- 
tion cost. 


3. Quality .. Not as high as cop- 
per when it comes to halftones. 
This printer qualifies his remarks 
by saying that he is talking pri- 
marily about the finest quality of 
printing, and especially when work- 
ing from electros on rotaries. When 


MAGRESIU M 
up-to - 


Printing, Paper & Platemaking * 101 


date 


a publication prints directly from 
plates, as on many flat-bed presses, 
the difference, he feels, is much less 
pronounced. If, in addition, the 
publication is satisfied with the 
quality it is getting from zinc plates, 
magnesium might even be an im- 
provement. 


> Nevertheless, the use of magne- 
sium in magazine printing is in- 
creasing. There is considerable re- 
luctance on the part of the larger 
publications to adopt the new plates. 
The McCall Corp. gets very few 
magnesium plates for McCall’s or 
Redbook, but does get them regular- 
ly for its pattern books and Needle- 
work & Crafts. Its current policy 
is to make electros from the mag- 
nesium plates and return the orig- 
inals to the sources. This is the 
same practice reported by AR two 
years ago. 

Time has accepted magnesium 
plates from advertisers, but only 
reluctantly. This, as far as the 
magazine’s production department 
is concerned, places magnesium in 
the same category as electrotypes 
and alloy plates. Magnesium, they 
insist, is harder to work before be- 
ing locked up, is brittle, and just 
won't deliver the quality that na- 
tional advertisers expect. 

That magazines can be printed 
with magnesium plates is evident 
from an examination of Brooks & 
Perkins’ house organ, The Magazine 
of Magnesium. Issued quarterly, it 
was originally printed from hot 
type and magnesium engravings. To 













‘ ot # 
Saves Costly Delays 
Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press... ask for 
Art Friedman, Sales Manager * CH 4-1000 
62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. + 406 W. 3ist ST.- N.Y. 1 


Z HANDY GUIDES 
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Slit eS 0a!) 
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COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of ELVA-GLO® 


Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 
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Combination .. . 
New process 
produces 

line and 

halftone on 
single plate. 


make it more of a show piece, they 
decided to print the magazine en- 
tirely from full-page magnesium 
original engravings, using 133-line 
screen for the halftones. The maga- 
zine has also used full-color con- 
tinuous-tone illustrations. 

Newspapers are beginning to use 
more magnesium, as is evident from 
the figures on the location of Dow 
Process machines given later in this 
article. For a detailed report on one 
complete use of magnesium, see the 
the report on All-Florida Magazine 
elsewhere in this issue. 

Reports from engravers are var- 
ied. Many national advertisers are 
specifying magnesium for economy, 
among them Schenley, General 
Electric, Winthrop Products. These 
are, however, most frequently de- 
signed for newspaper ad mats 
rather than for magazine use. 

Schenley, which started using 
magnesium for all its advertising for 
its J. W. Dant Division, was re- 
portedly so pleased with the results, 
both quality- and cost-wise, that it 
is shifting its entire production to 
magnesium. This will include direct 
as well as agency purchasing. 

Other successful uses have been 
for carton printing directly from 
magnesium, for imprinting rubber 
balloons, and for printing on viny- 
lite and other soft plastics. 


> Considering that the first mag- 
nesium plate was introduced only 
in 1945, and the first efficient equip- 
ment for fast etching as recently 
as 1953, magnesium has come a long 
way. Two new improvements, in- 
troduced only in the last year, are 
bound to play a great role in the 
future of magnesium. 

The first of these, announced just 
last fall, is the combination plate. 


Until very recently, the Dow Etch 
process was best suited for etching 
line or halftone copy separately in 
different baths. The new process, 
the result of intensive research by 
Dow and the American Newspaper 
Publishers Assn. Research Institute 
Inc., permits the two to be com- 
bined on the same flat. 

The first etching bath takes care 
of the halftone and small nonprint- 
ing line areas, with about 0.016” 
taken out of the open areas. Then 
a routing bath etches the open areas 
to a depth of 0.025-0.35”. 


> According to A. B. Fry, head of 
Dow’s graphic arts development 
section, the new combination has 
the following advantages: 


@® More’ consistent etch 
than ever before. 


quality 


Decided saving in engraving time. 


More stable etching bath, permit- 
ting a greater latitude of control. 

Only one bath required for either 
halftone or line engravings. 


Virtually no undercutting § in 
either line or halftone areas. 


Good depth in highlight dropout 
areas. 


Ample depth in small nonprinting 
line areas. 


At least 0.005” depth in 62-line 
screen highlight areas. 


Good formation of highlight dots, 
as well as good depth in middle 
tones and shadows. 


e Bath can be easily rejuvenated. 


» This new development should in- 
crease the use of magnesium plates. 





Viewpoint 


In a few short years, since the introduction of Magplate flat and 
curved plates and precision back-up plates, acceptance has been 


rapid and spontaneous. Here’s why: 


WHY ENGRAVERS, PRINTERS, ELECTROTYPERS AGREE— 
Magnesium is the modern metal for precision, 
long wear, quality reproduction 


FROM THE ENGRAVER... 


Magplate etches faster and easier than 
other metals, reducing the time-cost re- 
quired to make a finished photoengraving. 
Excellent with both conventional powder 
etch or rapid etch process. It is ideal for 
producing halftones from 50 to 150 line 
screen. Magplate reproductions have 
proven cleaner than ordinary metals and 
retain more of the original copy on line 
work. 


In addition, plates can be curved before or 
after etching, as requirements dictate. 
Magplate guarantees this process to be 
accurate and to provide excellent per- 
formance. Tolerances are extremely ac- 
curate—plus or minus .0005 inches. 


FROM THE PRINTER... 


The most outstanding feature reported by 
printers is the exclusive Magplate process 
providing accuracy. Accuracy that is not 
possible with conventional copper or zinc 
plates. The greatest saving is in make- 
ready and time taken for adjustments on 
the press—two primary concerns. 


Long wear is an additional advantage. For 
extremely long run jobs, chrome plating 
services available. And on rotary presses, 
light weight eliminates much of the cen- 
trifugal force—the press runs safely and 
with less stress at higher speeds. 


NOW — INVESTIGATE ALL THE FEATURES 
OF MAGNESIUM BY MAGPLATE 


Perhaps now is the time to find out for your- 


self about Magplate—and how it has pro- 
gressed in the last few years. A booklet is 
available—or we will be pleased to demon- 


strate its effectiveness. 


FROM THE ELECTROTYPER... 


Magplate Magnesium hardness permits 
the processing of more mats from a single 
engraving. Numerous customers and pub- 
lications have indicated complete satis- 
faction. Reproductions from magnesium 
plates—proven time after time—are sharp 
and accurate. 


Of special interest from both electrotypers 
and printers is the acceptance of Magplate 
back-up plates for laminated electrotypes 
and bases for plastic plates. Again, light 
weight and close tolerances are major 
factors in the switch to Magplate. _ 


MAGPLATE DIVISION 


Brooks & Perkins, Inc. 


1956 W. Fort Street, Detroit 16, Michigan 


THE ONLY PRODUCER WITH AN INDEPENDENT SOURCE OF 


SUPPLY AND COMPLETE ALLOYING AND ROLLING FACILITIES 
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As of October 1, 1956, there were 
only 78 commercial printing shops, 
some of which were captive, in the 
United States and Canada, equip- 
ped with the low etch machines. An 
additional 34 newspaper printshops, 
confined to the United States, had 
the equipment, and 16 shops in 
Europe. Since some of these shops 
have more than one machine, there 
are a total of 192 machines in 128 
shops. 

By July 1, the number of ma- 
chines in use had gone up to 268, in 
a total of 166 shops. Other equip- 
ment for etching magnesium is, of 
course, available. 

The cost of the Dow Etch machine 
ranges from $6,800 to $7,500, plus 
installation. With this kind of in- 
vestment, it is natural that a po- 
tential purchaser would want to be 
assured of sufficient volume to make 
its installation profitable. Yet with- 
out the initial investment, it will be 
impossible to build sufficient con- 
sumer understanding and accept- 
ance to achieve the volume. 


® More important, probably, as a 
development, is what is happening to 
curved plates. Rotary letterpress, 
particularly in the smaller sizes, 
may very well be the next mush- 
rooming development in the graphic 
arts, and magnesium has peculiar 


qualities that make 
adaptable to rotary. 

Here its lightness and durability 
play an important role. If a lighter 
plate can be achieved, the weight 
of the cylinder can be reduced, and 
the lower centrifugal force pro- 
duced by the plate will permit high- 
er speeds. 

To get a curved magnesium 
plate, you can etch on a flat plate 
and then curve it, or you can etch 
directly on a plate pre-curved to 
fit your press. Both methods are 
being used today. 


it especially 


>’ One of the main problems in 
curving a plate for either method 
was to get sufficient control of the 
thickness. Standard commercial 
magnesium, as prepared for the 
aircraft industry by Brooks & Per- 
kins Inc., Detroit, will vary as much 
as 0.006 or 0.008” in gage. While 
this is well within aircraft tol- 
erances, it would be impossible to 
handle such a variation on any 
modern printing press. This prob- 
lem has been solved, and standard 
production tolerance is now 0.0005’. 

Curving magnesium is a problem, 
but Brooks & Perkins have an- 
nounced that they have been able 
to handle it successfully. There is, 
of course, a stretch factor which 
depends upon the thickness of the 


hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 
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NORTHWESTERN 


PHOTO-ENGRAVING CO. 


328 S. JEFFERSON STREET, CHICAGO 


STate 2-3939 


Pre-curved Plate . . . Etched after the 
metal was curved, these chrome-plated 
Mag Plate engravings outlasted 15 sets 
of electrotypes. 


metal and the diameter of the curve, 
but it is entirely predictable. 

The process is not simple. It in- 
volves the use of high temperatures 
—between 650° and 750°F.—and 
very high pressure. It is also ex- 
pensive. Since most curved plates 
should be chrome plated to make 
sure the plates stand up under the 
usual long runs of rotaries, curving 
and plating equipment generally go 
together. On this basis, Edward H. 
Perkins, manager of B & P’s Mag- 
plate division, estimates than an en- 
graver would have to have some- 
where between $40,000 and $50,000 
in capital to finance the installation. 

This is obviously too much for 
most photoengraving plants, and 
solution of this problem is one of 
the factors holding up the promo- 
tion of rotary magnesium plates. 


> The other approach may actually 
reach a wide market well ahead of 
this one, however. With the high 
cost of curving equipment, and the 
comparatively light weight of the 
metal, it may be more efficient to 
have plates precurved at a com- 
paratively small number of factories 
and then stocked in conveniently 
located warehouses. 

Dow has recently installed, at 
Madison, IIl., a new 13,200-ton press 
capable of extruding tubing up to 
24” in outside diameter. This kind 
of material can be used either as 
a complete cylinder or can be cut 
into suitable sections. 

Here the problem is etching on 
a curved surface. Progress is being 
made along these lines, although 
companies working in the field are 
loath to release any detailed infor- 
mation. But no great difficulty is 
foreseen. To quote Mr. Perkins 
again, “ there certainly is 








Only PEERY CaCIROy 


ffers you this choice... 


o- +0 6 OSB Oe «200-4 e e+-++ @- SS & -aB- Gee 


e+: 6 e+@- ee 





soqece@>- --@ «-- 


ae ed 


ee ee ee ee ee ee 





Se o- 4: 


IN-DOR DAY-GLO SUNBONDED® DAY-GLO 
with all the sun-life you need for in- with extra sun-life for 24-sheet 
terior, window and short-term outdoor posters, decals, gas station trim and 
advertisements and displays. Similar long-term outdoor showings. 


Sunbonded and IN-DOR DAY-GLO are equal in pigment content, color brightness 
and impact. But IN-DOR is specially formulated for uses such as those sug- 
gested---and it costs 25% less than any other fluorescent color. For a free 


specification color guide covering both Sunbonded and IN-DOR DAY-GLO, write 
Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SPECIFY Sunbonded DAY-GLO for long-term outdoor displays 
IN-DOR DAY-GLO for all other uses'! 











know-how connected with the 
process .. . If photoengraving had 
started on curved metal instead of 
flat, the technique would today be 
as advanced for original press plates 
as it is for duplicate plate masters.” 


> Actual jobs have been done with 
curved plates, and the results, ac- 
cording to a report by Mr. Perkins, 
are impressive. 


e In printing milk cartons, two- 
color plates were made of mag- 
nesium and chrome plated. Qual- 
ity was maintained and the plates 
were reported to have outlasted 15 
sets of electrotypes. 


® Plates used on a carton job were 
taken off the press after 334 million 
impressions. At this time, seven of 
the eight original plates were still 
entirely satisfactory. The eighth was 
still printing satisfactorily, but one 
of the hooks had not been screwed 
down tightly. In coming loose, it 
had dented one corner of the piate. 


2° A particular three-color ice 
cream carton had always been dif- 
ficult. By the time the pressmen got 
the job registered, there were 60 
pieces of electrotype on press. In 
shifting to magnesium press plates, 
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for national advertising 


FOR FURTHER READING 


An Introduction to Magnesium .. . 
Post Photo Engraving Corp. 
Folder includes 14 advantages of 
magnesium engravings. 
. for more details circle 412, page 121 


| 

| 

! 

! 

| 

! 

| 

| 

| The Dow Chemco Etcher . . . Chem- 
| co Photoproducts Co. 

| Brochure on the Dow-Chemco 
! Fast Powderless Etch Machine, 
| fully illustrated, explains in detail 
technical operation of the equip- 
ment. 

. for more details circle 413, page 121 
| First Three Years of a New Process 
| . » » Dow Chemical Co. 

| A report from the developers of 
the rapid etch process. 

j . for more details circle 414, page 121 


the job was printed to the cus- 
tomer’s satisfaction on the first try, 
without cutting in any parts. 


@ The Marlboro cigaret package is 
being printed from original engrav- 
ings. By last October, about 1% 
million impressions had been run 
and the plates are still entirely sat- 
isfactory. 


e In printing a two-color lard car- 
ton, makeready was cut from 32 







demands the consideration 
of the finest 


photoengraving craftsmanship 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


333 WEST LAKE STREET 
CHICAGO 6, ILLINOIS 


hours, the last time it was run, to 
17 hours, when magnesium plates 
were used. 


e These cases indicate the po- 
tentialities of magnesium. There 
are still problems to be licked, of 
quality, of equipment, of technique, 
of reputation. But much time and 
effort are being invested in the at- 
tempt to solve these problems. It 
should not be long before magnesi- 
um can be considered on the same 
basis as the more familiar metals. 

But if the promotion of mag- 
nesium and its entry as a threat has 
done nothing else, it has spurred 
research and development in the 
general field of photoengraving. 
New metals and new combinations 
of metals have been tested and are 
reaching the market; equipment is 
being improved. Complacency has 
been licked. 

Magnesium is a factor today, as 
it is. Its possibilities cannot be ig- 
nored by anybody who has any- 
thing to do with the buying of 
printing. « 


Harris Calendar 
Depicts Dickens 


The mid-year calendar issued by 
the Harris-Seybold Co., Cleveland, 
recreates the literary scenes of 
London and Paris as described by 
Charles Dickens in A Tale of Two 
Cities. This 1957-58 calendar, the 
fifth in the company’s “Map-of-a- 
Book” series, was recently mailed 
to more than 20,000 graphic arts 
firms. 

Designed by Everett Henry, the 
pictorial chart was produced by 
Brown and Bigelow Co. on a two- 
color 42x58” Harris offset press. A 
rag content ivory paper was used 
for the calendar, which measures 
approximately 27x31”. Until the 
supply is exhausted, a copy may be 
secured from Harris-Seybold Co., 
4510 E. 71st St., Cleveland. 44 


Pocket Stapler 
Has Long Reach 


A pocket-size stapling machine 
that does long-reach jobs, saddle- 
stitching and splicing is illustrated 
in a recent brochure from Lansdale 
Products Corp., Lansdale, Pa. The 
Side Saddle Stapler works equally 
well as a regular desk stapler, a 
plier type or a tacker. The small 
machine uses standard staples. 

Sketches show the stapler in ac- 
tion in splicing, saddle stitching, 
fastening tubes and baskets and 
book-page stapling. 
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Wherever and whenever there’s an important 
meeting affecting advertising promotion, pro- 
duction or merchandising, there you'll find an 
Advertising Requirements editor in attend- 
ance. He’s there — and with assistants when 
necessary—reporting details of successful pro- 
motions, investigating new developments and 
products, and gathering timely information of 
prime interest to the advertising people who 


read, study and refer to AR. 


That's just one reason why over 21,000 ad- 
vertising executives facing problems daily in 
advertising promotion, production and mer- 
chandising count on their monthly copies of 
this “workbook of advertising and sales pro- 
motion.” For without leaving their desks, they 


can keep up with important events and get 






usable ideas and information which can be 


DICK ; : . : 
HODGSON put to work in their own programs. 






ADVERTISING REQUIREME 


CHICAGO, ILLINOIS AR’s thorough coverage and useful editorial 
7 features result in studied readership— keen 
readership that spells response for Ad Require- 


ments advertisers. 


What better measure is there of AR’s reader 
response than the average of 4700 separate 
requests, sent in by more than 1400 different 


readers each month, for additional informa- 





DICK HOOGSON 
AD R ENT tion about products and services mentioned in 


AR’s editorial columns? 


If you have a product or service to offer this 
fabulous $3 billion advertising and sales pro- 
motion market, place your sales story in the 
advertising publication that gives coverage— 
and gets coverage by your best buyer prospects 


— Advertising Requirements. 


1 Yeor (12 issues) $3 





Workbook of [amet 
Adueritixing & Gales Prowition 


Published by the publishers of ADVERTISING AGE 
and INDUSTRIAL MARKETING 


200 E. ILLINOIS ST “ CHICAGO 11 
480 LEXINGTON AVE . NEW YORK 17 
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By Haviland F. Reves 


Improved quality, greater flexi- 
bility, increased speed and substan- 
tial savings are being combined in 
the production of All-Florida Maga- 
zine, a weekly newspaper supple- 
ment printed in Ocala and distrib- 
uted with the Saturday editions of 
22 newspapers throughout the state. 

These forward steps depend upon 
the technical innovations developed 
during the past ten years by the 
Perry Printing Process Co., which 
has pioneered. in the improvement 
of letterpress printing. The  so- 
called Perry Process is based on 
a number of innovations, but three 
are of particular importance: 


1. Photo-composition; 

2. Dow-Etched magnesium plates; 
3. Direct printing from _ original 
photoengravings. 


> All-Florida has a circulation of 
about 425,000 and varies in size 
from 16 to 32 pages. Additional 
press equipment will shortly pro- 
vide capacity for as many as 64 
pages. It is a tabloid, and is printed 
by letterpress on roto-news paper, 
similar to that used by the national 
Sunday supplements, which use 
roto. It started publication in Janu- 
ary 1952. 

To see how the three major in- 
novations have increased produc- 


JACKSONVILLE JOURNAL 
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tion efficiency, let’s follow through 
on a single issue. 


> In the early days of the publica- 
tion, composition was handled on 
Varitypers and electric typewriters. 
The text matter was then repro- 
duced by means of line negatives. 
At that time, of course, photograph- 
ic composing machines had just 
been publicly announced, but facil- 
ities were not widely available. 

The first Intertype Fotosetter was 
delivered in June 1953, and the pub- 
lication shifted immediately to its 
use. A second machine was added 
subsequently. 

Both text and display are set on 
the Fotosetters. This applies to ad- 
vertising as well as editorial mat- 
ter. The exception is when the ad- 
vertiser furnishes a _ reproduction 
proof of the type. 


> Pages are made up in the usual 
paste-up method. However, Perry 
has added one improvement which 
assures more critical tolerances. 
Translucent vinyl plastic is used as 
a base, worked on over a light 
table. This material is inherently 
stable, and resistant to changes in 
humidity. This takes care of a prob- 
lem which is crucial in Florida 
printing. 

The paste-up is done with a wax 
coating which is pressure-sensitive. 


It's Magnesium 
For All-Florida 


Photo-typesetting, magnesium plates and di- 


newspaper supplement which blankets Florida. 
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rect printing have spelled economy for this 


This enables the paper to be picked 
up and laid down again. Pre- 
melted wax has been found to be 
superior to the more common rub- 
ber cement. 

Press register has been ensured 
by a simple step taken at this point. 
The vinyl sheets are pinned in po- 
sition on the light table by means 
of locating pins. The outline of the 
pins then becomes an integral part 
of the finished photoengraving. This, 
in turn, is punched so that the same 
locating holes are used in mounting 
the engraving to the curved base 
plate of the printing press. 


> The second innovation at Perry is 
the complete reliance on magnesium 
plates. Originally conventional en- 
graving methods were used. For a 
while, the company depended on 
an automatic engraving machine de- 
veloped by John H. Perry Jr., pres- 
ident of the company. This experi- 
mental machine, which handled the 
powdering and etching of plates, 
was eventually replaced by the 
newer Dow Etch machine, as soon 
as it became available. 

All-Florida has found that these 
plates have a surprising longevity. 
It has been proved repeatedly that 
it is possible to print over 425,000 
copies from a single plate. 


> The third innovation of the Perry 
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AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE 
YOUR BEST AMMUNITION 
WHEN SHOOTING 

FOR THE MOON. 

USE DOT ENGRAVERS 

FOR THE VERY BEST. 
BLACK AND WHITE, 

AND COLOR. 


g od Cngravers, Ine. 


600 W. VAN BUREN ST 
CHICAGO 7, STATE 2-5367 


SEND YOUR CATALOG 
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THE, 2-COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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Process — although historically it 
came first — is the use of the plates 
for direct printing. The plates are 
curved and mounted on their bases 
with two special machines designed 
and built by the Perry Co. 

These steps are crucial to the 
whole process. With an accurate 
plate, it is possible to print on hard 
backing with no spot makeready. 
This is the factor which makes pos- 
sible fine screen halftone work and 
sharp reproduction of text of which 
this technique is capable. 

The plates are then mounted for 
printing on a_web-fed heat-set 
rotary press. Actually, this has been 
modified from its original design 
to suit the specific requirements of 
Perry, and adaptations are still be- 
ing made to improve the quality of 
printing. 


> These innovations add up to con- 
siderable savings in costs, made pos- 
sible by four factors: 


1. Color corrections may be made 
by photo-mechanical methods de- 
veloped in recent years. Made in 
the film positives and negatives, it 
cuts to a minimum the re-etching 
that makes the cost of conventional 
process color plates so high. 


2. By printing directly from the 
original photoengravings, the cost 
of electrotyping or other duplicate 
plate-making methods is eliminated. 


3. The cost for color separations, 
at least at Perry, is avoided when 
the advertiser furnishes either color 
separation negatives or positives 
(like those used to produce roto 
advertising) or when he supplies 
black and white proofs of standard 
color plates. 


4. There is a great saving in time, 
since the Dow Etch process can 
turn out a plate in 18 minutes. 


In addition, it is possible to use 
110-line screens on paper which 
most printers would insist will not 
take anything finer than 65. This 
is possible because the printing is 
done directly from the plate, losing 
no depth in the duplicating process. 


>» The process, of course, has some 
limitations which must be taken in- 
to consideration when preparing 
material for it. According to Richard 
B. Singer, Perry’s director of print- 
ing, full-color copy must be pre- 
pared with colors which will re- 
produce well by this process. Trans- 
parent ink, printed upon a ground- 
wood paper, is necessarily degraded 
by the color of the paper itself. 


® Recently, All-Florida received an 
attractive layout which had been 


prepared with opaque tempera or 
show-card colors. While the layout 
looked fine, some of the colors sim- 
ply could not be reproduced per- 
fectly by the transparent process 
inks. 

For this reason, the production 
people on All-Florida strongly rec- 
ommend the use of strong colors 
whenever possible, avoiding pastels. 
The stronger tones can be repro- 
duced much more accurately on the 
grade of paper in current use. 


e Another useful recommendation 
is that matter with a wide range of 
grays be run in the larger sizes. 
This, of course, applies to almost 
all newspaper advertising. How- 
ever, at All-Florida it is partially 
compensated for by the ability to 
use 110-line halftones in black and 
white. Color is still limited to 85- 
line screens, due to a number of 
ink problems that still remain to 
be worked out. 


e At present, no bleed copy can be 
handled. The press facilities, like 
most newspaper presses, require a 
white margin on the paper. 


> The relatively few limitations dis- 
covered do not appear to be in- 
surmountable, or too restricting. 
Mr. Singer holds out high hopes for 
the future of the Perry Process: 
“We believe that the process in 
its present stage of development is 
already doing a better job on the 
printing of All-Florida Magazine 
than is being done on any other let- 
terpress-printed newspaper supple- 
ment, and that in some respects, 
particularly with reference to text 
and line illustrations, it is already 
better than with any rotogravure- 
printed supplement. It is our ulti- 
mate objective to print full process 
color equally as well as or better 
than it can be printed by rotograv- 
ure on comparable paper stock. 
“This future development is pos- 
sible because a relief line etching 
in letterpress is definitely sharper 
than the same line copy reproduced 
by any method which necessitates 
screening of the type.” 44 
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... your printer will save you both with 


EAGLE-A TROJAN BOND 


Your printer will deliver your job faster and more economically — 
when you specify Eagle-A Trojan Bond. This outstanding 25% rag 
content bond goes through the presses so smoothly that costly 
pressroom delays are avoided. Your job is completed ahead of 
time. And you'll be pleased with the fine printing results. 
Trojan Bond's a perfect choice for letterheads, office forms, 
direct mail. Comes in a sparkling blue white and a choice of colors 
and finishes ...in all regular substance weights and press sizes 
and envelopes-to-match. Write for a sample portfolio. Other papers 


in the Eagle-A Trojan line: Trojan Record, Trojan Onion Skin. 


ARA | 
EAGLE-A ) PAPERS 
AMERICAN WRITING PAPER CORPORATION 
HOLYOKE, MASSACHUSETTS 


Manufacturers of famous EAGLE-A COUPON BOND and 
other nationally-known Bonds * Onion Skins * Manifolds 
Ledgers « Bristols « Texts « Covers « Boxed Typewriter 
Papers * Technical, Industrial and Special Papers 
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OPEN DOOR TO NEW BUSINESS! 


This is the entrance to Superior’s 7-story building where 185 craftsmen pursue their 
creative skills night and day. Here, your ideas are captured in metal that will print the 
colorful and powerfully persuasive pages that move your products. 


Since your reputation often depends on the visual impact of your advertising, this door 
can be your gateway to new business. Let Superior build your prestige with engravings of 
beautiful quality... produced in record time...at costs that are always reasonable and fair. 


Just send us one job and you'll be sold on Superior. 


day or night call 


SUPERIOR 7-7070 SUPERIOR EN GRA(\V ING Doo Gnoo 


ADVERTISING TYPOGRAPHY ¢ LETTERPRESS AND OFFSET PROCESS PLATES e 215 W. SUPERIOR STREET, CHICAGO 10, ILL. 
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What’s new 
in paper? 


Paper may be an ancient invention, but the 


alert adman keeps up with new developments and new papers. 


By Charles V. Morris 
Asst. to the President 
Reinhold-Gould Inc., New York 


In the wonderful new world of 
papers, gals wear paper bathing 
suits; sailors of “star” class boats 
unfurl paper sails; 200-ton gener- 
ators, swathed in weather-proof 
paper protection, journey on flat 
cars across country; tile on the ceil- 
ing of Lincoln Tunnel is held in 
place by gummed paper. 

When you're in a_ researching 
frame of mind you'll discover hun- 
dreds of other papermaking miracles 
like these. 

But now you're more interested 
in papermaking miracles that you 
can enjoy. As a matter of fact, 
everyday you enjoy many paper- 
making advancements in an indirect 
sort of way. 


> Papers your printers use today 
are cleaner than ever before; they’re 
whiter and brighter because paper- 
making techniques and materials 
are nearing miracle-stage in their 
own rights. These miracles are years 


This article was originally published in 
the Silver Anniversary Journal of the Ad- 


vertising Agency Production Club of New 
York. 


ahead of schedule. You and your 
artists are enjoying the benefits of 
backgrounds that are _ positively 
built-in art elements for your 
printed messages. You'll say I’m 
stretching a point, but I insist the 
loveliness of nice white papers is 
definitely part and parcel of the pic- 
tures you create and subsequently 
print or lithograph. 

Don’t take my word for it! Ask 
your regular paper suppliers to 
“show off’ the new white papers 
they’re selling these days. You'll be 
darned glad you did. If you'll take 
the pains to closely examine today’s 
white papers, you'll be amazed at 
the cleanliness, purity of white and 
sparkling brightness. 


> Speaking of brightness, have you 
been introduced to the eye-opening 
fluorescent type, white wove text 
papers some mills are making? 
These white papers reach brightness 
never thought possible. 

Here are bright-white papers that 
range from pleasing roseate color- 
ing—pink whiteness to you—to 
blue-whites and purple-whites that 
almost defy description. Under sun- 
light they glow. Under ultra violet 
they fluoresce. 

Measured by instrument or naked 
eye, papers have never been bright- 


er. Your artists love to work with 
these fluorescent-dyed papers. Your 
clients love the printed results. 

You can recognize some of these 
papers by these names—Beckett 
Hi-White, Hamilton Starwhite, Lin- 
weave Brilliant, Mohawk Super- 
white Opaque. 

Some of these papers are made 
with matching cover. So, your books 
and booklets can be “designed” with 
covers and text papers that match 
in whiteness and other visual char- 
acteristics. 

Don’t forget to start today to 
make a collection of these fluores- 
cent-dyed papers! 


> Paper-surfaces your printers put 
ink on today are more receptive to 
fine impressions. Printing you buy 
looks better than ever before. Fine 
craftsmanship is apparent at first 
glance. What does paper have to do 
with these advancements in printing 
craftsmanship? I'll tell you. 

Paper fibers today are “felted” 
that means fitted together—more 
uniformly than ever before. These 
fibers are obtained from pulps that 
are purer, whiter, stronger than 
ever before. So the formation of 
paper—paper as you examine it 
when you hold it to the light—is 
more uniformly dense, high spots 
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CATALOGS 


Should Be 


PRACTICAL 


Loose-leaf—for easy addition or dele- 
tion of pages. Durable—because they 
get a lot of handling. Flat stacking— 
for neat desk piles. Flat opening—for 
easy handling and readability. Ex- 
pandable—for additions of possibly 
bulky material. Economical—because 
quantities run into money. 


This all adds up to Accopress Binders 
for your catalog covers. They give 
your catalogs all the above advan- 
tages—plus all the appeal you can 
build into a cover with color, em- 
bhossing or printing. 


Write us your needs, or ask your sta- 
tioner to show you the complete Acco 
line for keeping papers together in 
every department of your business. 


The Accopress 
Binder com 
bines loose leaf 
cConmvenience, 
large capacity 
and economy. 
Ideal for Cata- 
log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert a mew Acco 
Fastener and the 
Folder is veady for 
another year's filing. 


ACCOBIND folders 


ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 
ACCO 
ACCO punches 


THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


clamps 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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and low are smoothed out to a flat- 
ness and evenness printers and 
lithographers appreciate. 

Added to the improvements in 
pulp and papermaking are improve- 
ments in sizing and sizing applica- 
tions. A whole new world of the 
chemistry of sizing has opened up 
to the advantages of processors and 
users of printing. Ink-setting times 
are cut sharply. Printers handle 
bigger feeding loads than ever be- 
fore. Paper is printed at higher 
speeds than ever before, and in 
larger sheets than formerly. 

This is good for you. You buy an 
improved printed product. 


> If you had the opportunity to visit 
the January exhibit of the New 
York Employing Printers Assn., you 
saw improved printing craftsman- 
ship on display. Printing buyers, 
sales promotion people, purchasing 
people, and hard-shelled graphic 
arts authorities were of the single 
opinion—“superior printing quality 
has never before been so appar- 
ent.” Improved qualities of paper 
surfaces are credited with assists. 

Improved printing surfaces are 
highlighted in a study prompted by 
the promotion department of one 
of the big periodical publishers. The 
publisher wanted to standardize on 
one brand of typical wove offset 
paper for promotion material. Ten 
or twelve of the best known brands 
were tested in laboratories and print 
shops. One brand topped all others 
in balanced goodness. But one qual- 
ity common to all brands tested was 
found in the uniformly high Denni- 
son wax test. Average was 14. 
Lithographers like that. It’s com- 
forting for them—and you, too—to 
know that most grades are uni- 
formly excellent in surface strength 
and pressworthiness. 


> Some offset papers and some book 
and publishing papers are now 
coated with an invisible layer of 
clay. One mill calls this processing 
“pigmentizing.” Impregnating the 
printing surface of paper in this 
manner is said to measurably im- 
prove printability. Claims of print- 
ing advancements include halftones 
that are sharper; type that is more 
legible; colors that are truer, deep- 
er; blacks that are jet. 

Start today to sample these pa- 
pers. S. D. Warren Co.’s Printone, 
Printone Litho Plate and Silkote 
Offset are advertised as “pig- 
mented.” A few other grades that 
are impregnated are these: Adena 
Offset, Nekoosa Offset, Hamilton 
Offset, Moraine Offset; also some of 
the book papers made by P. H. 
Glatfelter and Co. Your friends 


among the paper merchants will be 
happy to supply samples. 


> When you’ mention _ superior 
printing surfaces, you can’t fail to 
top the list with incomparable 
Kromekote and Lusterkote papers 
and postcard. Here is patent-leath- 
er-like loveliness you know has be- 
come a favorite when fine color 
printing is your requirement. Car- 
loads of these papers are being 
used for almost every printing re- 
quirement of your clients — book- 
let covers, sample cards, colored 
postcards of products—General 
Motors used them by the million— 
match book covers, catalogs, and 
dividers in catalogs and demonstra- 
tion portfolios. 

(By the way—did you know that 
Kromekote is also available in a 
selection of interesting colors?) 

You know, too, that Kromekote 
is a favorite of art directors and 
typographers for reproduction 
proofing. 

It isn’t necessary to remind you 
that machine coated book papers 
represent tremendous values. But 
the suggestion that you gather to- 
gether up-to-date samples of all 
grades is very much in order. Ma- 
chine coated book papers are grow- 
ing fastest in demand and use. 


> Papers your printers use today 
are more opaque than ever before. 
Printed results benefit; legibility of 
type improves. After-printing re- 
sults are superior in every respect. 
Show-through from page-to-page 
diminishes. 

Then there’s the matter of econ- 
omy. 

You can use lighter weight opaque 
papers to do the job of heavier 
weight, non-opacified papers. Pages 
in Look that are printed in black 
ink, or in black and a second color, 
now use aé_e special clay-coated, 
25x38-40-pound paper instead of 
25x38-45-pound paper used previ- 
ously. In opacity and in bulk—cali- 


That’s an onion skin made from real 
onions ... 





YOU'RE JUDGED BY vour slenature 


xc a 
F . 


YOU'RE JUDGED BY your printing 


Handwriting experts judge a person’s character 


by the way he signs his name. And many times 
customers and prospects judge the character of a 
company by the booklets it sends out. 

Your booklets should always reflect the good 
name and character of your company. They 
should be well printed, sharp in the reproduction 
of halftones and type, crisp and true in the treat- 
ment of color. And the paper you use is highly 
important, too. It should be top quality always 
top quality. When you show respect for your pros- 
pects, they will show respect for you in return. 


Team up with a GOOD printer. The way to 
look your best in print is to consult a good printer 
at the very outset of the job. He can deliver top 
quality printed pieces that will draw favorable 
attention to your product and service, enhance 
your reputation and increase your sales. 

A good printer will probably specify Warren's 
High Standard Printing Papers. He knows War- 


ren’s stands for top quality printing results 


results that command the attention and respect of 


your prospects and customers... .S8. D. Warren 
Company, 89 Broad Street, Boston 1, Massachusetts. 


Warren's printing papers 


HIGH STANDARD 


makea 
good impression 
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| per thickness—this 25x38-40-pound 
paper is equal to the 25x38-45- 
pound paper used previously. 

Doesn’t this practical use of the 
“opacity to weight ratio” suggest an 
idea that can be capitalized? Of 
course it does. 


> Try to use next-lighter-weight- 
papers when superior opacity is a 
desirable characteristic. You'll find 
the reward will represent economy 
as well as superior function. Think, 
too, of the possible savings in the 
area of postal laws and regulations. 

Recently introduced are a num- 
ber of lightweight, opaque bond 
papers that are excellent for man- 
uals, and small, many-paged books. 
Not to mention envelope enclosures 
that spread out to giant size. Get 
together a collection of samples like 
St. Lawrence Opaque, Chemopaque, 
Huron Opaque Bond. You'll find 


prompt . Look 00ke 


=L é many opportunities to use them. 
Beaverite Loose ea It’s a fact, you could use 25x38- 
Covers and Binders 50-pound opaque book papers like 
Write for Bulletin 100 Hammermill Opaque, Mazxopaque, 
rite for Bulletin 


Tiopake and Chillopaque—to name 

a few grades—to take the place of 

B E be YU E * t 7 E 25x38-60-pound standard wove off- 

PRODUCTS INC set paper. Price-per-pound of 

® > opaque paper is higher than price- 

BEAVER FALLS, N.Y. per-pound of offset paper; but 

= = weight-savings more than offset 
more expensive opaque papers. 

It’s a fact, you could use 17x22- 
16-pound opaque paper, like the 
grades identified above, to take the 
place of 17x22-20-pound unwater- 
marked bond paper. Use of the 
light weight paper would result in 


* le 3 M | C A i ' ) surprising economy. 


> When opacity is of greater im- 
portance than any other physical 
property in the selection of paper, 
you owe it to yourself to investigate 
the values represented in typical 
opaque papers. It didn’t take long 
for periodical publishers—or book 


BANTAM MANIFOLD | syzpeets pusicsen or tae 


RECOMMENDED BY BUSINESSMEN new-found features of superior 


opacity and bulk. 
So .. . convince your suppliers 

















Economy minded businessmen paper value and uniformity at that it’s to their advantage to iden- 
know that thin — tough — Ban- low cost than can be found in tify the opacity-to-weight ratios of 
tam Manifold is ideal for office any similarly priced sheet. Try their grades. 

forms, letterheads, enclosures. it. You'll like it! 


Bantam offers more lightweight 


> Space forbids a long and detailed 
story about papermaking improve- 
ments. Recent advancements iden- 
tified in the foregoing comments are 
“major” in character. They are im- 
portant to you and your printers. 
You should know the full mean- 
ing of these superiorities. 


Write for free sample booklet 








\ Amy \ Short reference should also be 
( it M | ( A iy «ethan hall hbtebdntachlhc talented ed . made to other benefits that accrue 
: to you and your printer from among 
MILLS AT HOLYOKE, MASSACHUSETTS other areas of advancements. Mean- 
ing: 
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® Papers are freer of lint and fuzz 
— real surface troublemakers for 
your printers. Printers’ printing 
problems are reduced, and your 
jobs are generally more satisfactory. 


@ Papers are more dimensionally 
stable; they’re better fortified to 
hold their required measurements 
in spite of the vagaries of tempera- 
ture and climate. Your printers’ 
register problems are eased con- 
siderably; your printed jobs are 
more satisfactory. 


® Papers are stron ger—when 
strength is an important factor—for 
the very same reasons that paper 
looks better and performs. on 
presses better. Pulp qualities are 
superior and processing pulp and 
papermaking chemicals into paper is 
advanced technology. Moreover, 
papers today represent blends of 
fibers from selected pulps that pro- 
vide superior qualities for specific 
end-usage. 


@ You'll be seeing improved quali- 
ties in  part-groundwood _ book 
papers. Be sure to keep your eye 
on these developments. They'll rep- 
resent savings to you. 


@ You'll be finding more and more 
occasions to use plastic coated book 
and cover papers like Tezxoprint 
and Tensalex. These heavy-duty, 
water repellent, soilproof coated 
papers are excellent for manuals, 
demonstration portfolios, maps, 
charts and banners. 


>» Concluding, I insist you and your 
printers are getting more paper for 
your money than ever before 
thought possible. It’s your job to 
know which papers offered to you 
represent the biggest dollar’s worth. 

Make sure your paper suppliers 
provide the information and the 
samples to help you select your 
“biggest dollar’s worth.” 44 


Idea File... 


New Stocks Add 
Life to Layouts 


Numbered among the new offer- 
ings by leading paper mills are 
these demonstration folders, spot- 
lighting the versatile printing quali- 
ties of book, cover and writing pa- 
pers. 


Dull-Coated Warren’s Cameo 
Printing Paper Brilliant, a fluores- 

cent white for 
lithography and letterpress, is sam- 
pled in a recent folder with black- 
and-white and four-color illustra- 
tions. The paper’s brightness gives 
unusual snap and fidelity to pic- 
torial reproductions, yet its non- 
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Do Not open Vatil 
christmas! 


WE'VE A PAST—AND WE'RE 
PROUD OF IT .. . 


It’s a dynamic past of more than a 
half century of growth and pro- 
gress in printing gummed papers. 
Our experience and craftsmanship 
enables us to offer you the best 

at economical prices. 


Gummed shipping labels, for in- 
stance, are second nature to 

us. Quantity users who don’t want 
to pay more—for less—turn 

to Eureka. 


Specially designed equipment will 
meet your every need for serial 
numbering, perforating and die cut- 
ting. And if your product requires 
a special gum, our laboratories 
can formulate it for you. 


Tell us your requirements and we'll 


be happy to give you full information 
and prices. 








EUREKA SPECIALTY PRINTING CO. 


568 Electric St. - Scranton, Pa. 





} 
Y / ks oO 
> their nec 
tick 
™ / ge 
So The finest package design is that which 
attracts attention for the product actually 
makes it stick out in the crowd Good 
packaging deserves the best reproduction 
achieved with “ACME GRAVURE" cylinders ideal 


for foil, paper, cellophane, paper board products 


We snvite your ingress QE RES gravure services,inc. 


1501 West Congress Street Chicago7, Illinois Phone: CHesapeake 3-1377 
if it’s Quality — if it’s Delivery — it’s acme 
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jobold joboliaon first a logger for 


Paul Bunyan, later specialized in control of the weather 
out Nebraska way. After a long dry spell, Febold came 
to the rescue of his neighbors. He rounded up all the 
frogs from Disman River and hypnotized them into 
croaking, ‘‘It’s raining, it’s raining’’, all in concert. 
That deceived the skies and rain came down. 


We have clients in America’s foremost industries and would like more 
Printers with Smaginalion 


D QC KELLER COMPANY . 3005 FRANKLIN BLVD 


FAST? 


...uh huh! Case 1: 2400 
color slides in 4% days. 
Case 2: 120 TV slides in 
21 hours. Both big national 
advertisers . . . both out 
y of town. Unbelievable? Try 
us. Film spots, slides, visual 
aids, photography. 


FREE “Foto-Facts” plus 
Kileen “Kutie of the Month” 


kileen studios 
235 East Orchard Dept. 209 
Decatur, Illinois 
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New Bank Poster Service For 
Window, Wall and Lobby Display 
Full color Posters, 28” x44”, on 
heavy card stock. Many have life- 
size, hand-colored, photo blow-up 
as part of the layout. Yearly series, 
approved by Bank executives. Sev- 
eral types Poster display frames 
available. Write, wire, telephone. 


Security Displays 
1411 Wyandotte Street @ Bank Poster Div. 
Kansas City 6. Missouri @ Victor 2-8000 


glossy surface contributes to the 
readability of type. 

This dull coated stock is available 
in book paper weights of 70, 80 and 
100 lb. and in cover weights of 65 
and 80. 


- + « for more details circle 407, page 121 


Cordwain A new demonstra- 


Cover tion folder from 

Champion Paper 
and Fibre Co., Hamilton, O., shows 
off Cordwain Cover, a textured stock 
for letterpress and lithography. This 
cover grade comes in a bright white 
and 11 colors: India, gray, yellow, 
fern green, green, light brown, sky 
blue, blue, orange, terra cotta and 
scarlet. 

Strength and good folding quality 
make it suitable for covers, menus, 
announcements, envelope enclosures 
and similar uses. Multi-color print- 
ing is sharp and clear on this em- 
bossed paper. 


- for more details circle 409, page 121 


New York Typographers 
Update Directory 


The 1957-58 edition of the Type 
Face Directory, published by the 
Typographers Assn. of New York, is 
now being distributed to more than 
6,500 users of composition — in- 
cluding advertising agencies, print- 
ers and lithographers—in the N.Y. 
metropolitan area. It contains one- 
line showings of all typefaces avail- 
able from the 66 companies that 
comprise the group, an affiliate of 
the N.Y. Employing Printers Assn. 

The new edition shows more than 
100 additions to the 1956 directory, 
mostly in the handset category. 

Users of composition may obtain 
copies free from individual member 
firms of the Typographers Assn. of 
New York, or for $1.50 from asso- 
ciation headquarters at 461 Eighth 
Av., New York, N.Y. qe 


Offset Plates 
Made from Type 


Duplicator masters can now be 
made directly from type pages with 
type, line cuts or even halftones, 
according to an announcement from 
the Challenge Machinery Co., 
Grand Haven, Mich. The method 
simply involves the use of a stand- 
ard proof press, such as the com- 
pany manufactures for the printing 
industry. 

Using information supplied by the 
Addressograph-M ultigraph Co., 
Challenge has applied this method 
to printing price pages, instruction 
sheets and similar material. An 
operator simply proofs the type 








pages on the proof press and runs 
them on a 1250 Multilith. 

“All that’s required is a special 
water-repellent ink and a_ proof 
press, such as our GP Model, capa- 
ble of producing quality proofs,” a 
company spokesman said. 

Multilith M-36 black ink has been 
used. The masters can be allowed 
to dry overnight, or the drying 
process can be speeded up by arti- 
ficial heat, such as an_ infra-red 
lamp, which takes about 10 minutes. 

The direct image platemaking 
method eliminates all the steps nec- 
essary in producing plates photo- 
graphically—such as making the 
negative, stripping, and developing 
the plate. In addition, it has the 
advantage that the type itself is 
not worn, since it is not actually run 
on the press. 

Any standard paper master or 
even a metal plate can be produced 
this way. As many masters can be 
printed from the form as desired, 
the company states. 


Details are available. 
- for more details circle 404, page 121 


Roll Boy Prints 
In Four Colors 


A marking device that rolls on a 
four-line message in one to four 
colors is described in an illustrated 
sheet from Force Western Inc., 
Chicago. The hand imprinter, Roll 
Boy, gives clear impressions on any 
porous surface. Suggested uses are 
in imprinting catalogs, advertising 
folders, letterheads, envelopes, ete. 

The marker makes use of rollers 
mounted, with a hard rubber die, in 
a durable plastic case. An extra 
supply of permanent inks is pack- 
aged with the imprinter, which sells 
for $11.95. 


. for more details circle 405, page 121 


Fluorescent White 
Brightens Bristols 


A fluorescent white has _ been 
added to Riegel Paper Corp.'s 
Jersey line of plate bristol and an- 
tique cover. The New York paper 
manufacturer is stocking the new 
items in 23x35” sizes, with special 
sizes available. 

“So far as we know,” says O. E. 
Lohrke Jr., manager of merchant 
sales, “this is the first plate finish 
made and stocked in a fluorescent 
white . . . There has been a con- 
stantly growing demand for fluores- 
cent white printing papers. The ad- 
dition of a plate bristol to this field 
will be of value to both printers and 
buyers of printing.” 

Further details are available. 

. . « for more details circle 406, page 121 








neenah says... 
people tend 

to judge 

your ideas 

by the way 

you present 


them 


A very good reason 

for presenting your written 
ideas on a fine cotton 

fiber bond by Neenah. 


You can help create a 
letterhead that helps your 
company succeed. The 
first step is to ask your 
printer for a free copy of 
and hee le Weeegnaige 


the second series of **The 


Right Letterhead for You.” 
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neenah paper company 


A DIVISION OF KIMBERLY-CLARK CORPORATION 


neenah, wisconsin 
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401/Circle on Readers’ Service Card 
TV Film Distribution 

. Katz Agency Inc. explains the ad- 
vantages of spot distribution. (Page 88B) 


402/Circle on Readers’ Service Card 

Animation Booklet 

.. . Animation Equipment Corp. details the 

design integrated animation 
(Page 88B) 


features of 
units. 


403/Circle on Readers’ Service Card 
Villa Viewer 
. .. Villa Mia. Co. offers details on a fixed- 
focus table viewer. (Page 88B) 
404/Circle on Readers’ Service Card 
Duplicate Plates 
. +. a Simple method for making duplicate 
masters directly from type is described by 
Challenge Machinery Co. (Page 116) 
405/Circle on Readers’ Service Card 
Four-Color Imprinter 

. a fact sheet illustrates printing results 
of the hand-operated Roll Boy. (Page 117) 


40G/Circle on Readers’ Service Card 


self project. (Page 70) 
. two new fluorescent whites are intro- 
duced by Riegel Paper Corp. (Page 117) 


407/Circle on Readers’ Service Card 


Cameo Brilliant Brochure 


. a new fluorescent white is sampled in 
Warren's f (Page 115) 
408/Circle on Readers’ Service Card 
“For Manufacturers Only” 

. William Melish Harris Associates de- 
tails the need of better merchandising dis- 
plays (Page 75) 
409/Circle on Readers’ Service Card 
Cordwa'n Cover 

ier shows Champion's new cover 
stock (Page 118) 
410/Circle on Readers’ Service Card 


Making Your Own Paper 
. Crown Zellerbach covers paper-making 
by compar with a 


self project 


ing millwork do-it-your- 


(Page 70) 


411/Circle on 


Color Presentation 


Readers’ Service Card 


Monsen describes a way of obtaining 
ariations (Page 71) 
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412/Circle on Readers’ Service Card 
An Introduction to Magnesium 
. . Post Photo Engraving Corp. outlines 
14 advantages of magnesium plates. 
(Page 104) 


413/Circle on Readers’ Service Card 
Dow Chemco Etcher 


. . . Chemco describes equipment for fast 
powderless etching of magnesium. 


(Page 104) 


414/Circle on Readers’ Service Card 
Magnesium Etching 

. . » Dow Chemical Co, outlines history of 
its rapid etch process. (Page 104) 


415/Circle on Readers’ Service Card 
Mailing Tips 

- @ new booklet from Pitney-Bowes Inc. 
offers 29 mailing tips, (Page 96) 
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416/Circle on Readers’ Service Card 
Buttons and Badges 

. . . Aderaft Mfg. Co. offers details on its 
Adco line. (Page 41) 


417/Circle on Readers’ Service Card 
Marvic Catalog 

. Marvic Co. describes 30 low-priced 
specialties. (Page 41) 


418/Circle on Readers’ Service Card 
Rubber Floor Mats 

. +. O. W. Jackson & Co. describes its cus- 
tom-built link rubber mats. (Page 41) 


419/Circle on Readers’ Service Card 
Texoprint Patches 

. self-sticking emblems in Texoprint are 
shown by Jerry Scanlan Inc. (Page 42) 


420/Circle on Readers’ Service Card 
Pencil Sharpeners 

. .. Fred Baumgarten Imports describes the 
Dux pencil sharpeners. (Page 42) 
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421/Circle on Readers’ Service Card ments in color photography is offered by 
Fishing Catalog Kurshan & Lang. (Page 57) 
. .. @ variety of fishing equipment is de- 

scribed by James Heddon’s Sons. (Page 42) 426/Circle on Readers’ Service Card 


Polaroid Speaker’s Guide 


422/Circle on Readers’ Service Card ...@ booklet shows how slides can come 


Florida Photo File 


to the rescue for a speaker. (Page 57) 


. a portfolio offers <¢ variety of illustra- 


tions. (Page 56) 427 /Circle on Readers’ Service Card 
Wireless Intercom 
423/Circle on Readers’ Service Card . . a leaflet from Mark Simpson Mfg. Co 
Stock Photo Catalog describes a plug-in, two-station intercom 
. @ new stock-photo catalog from H. system. (Page 64) 
Armstrong Roberts (Page 56) 
428/Circle on Readers’ Service Card 
424/Circle on Readers’ Service Card Mood-Music Guide 
ACS Mylar tape . Request Records, N. Y., offers a guide 
. a sample of plastic, self-sticking tape to 103 selections of background music. 
is offered by American Chart Service. (Page 64) 
(Page 56) 
429/Circle on Readers’ Service Card 
4253 /Circle on Readers’ Service Card Traveling Dictation Unit 
Capsule Color News . Pierce Dictation Systems Inc. describes 
. @ bulletin evaluating new develop its book-size dictation machine. (Page 64B) 


Postage 
Will Be Paid 


Addressee 








Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


Readers’ Service Dept. 


9909 


Please have the following sent me: 





401 402 403 404 405 406 
407 408 409 410 411 412 
413 414 415 416 417 418 
419 420 421 422 423 424 
425 426 427 428 429 430 
431 432 433 434 435 436 
437 438 439 




















No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 





BUSINESS REPLY CARD 
First Cless Permit No. 95, Sec. %.9, P. L. & B., Chicago, Il. 
















*®Please print or type information below 








COMPANY 


PRODUCTS SOLD 





ADDRESS 
CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Dec. 15, 1957. 


430/Circle on Readers’ Service Card 


Card-Vertisers 
. . . Direct Mail Printing Co. offers samples 
of the Card-Vertiser. (Page 99) 


431/Circle on Readers’ Service Card 
Linton Idea File 

. Linton prints mailing tips on its Bristol 
stock in colors. (Page 99) 


432/Circle on Readers’ Service Card 
Post Office Facts 

. Tension Envelope Corp. offers clari- 
fication on post office developments. 


(Page 99) 


433/Circle on Readers’ Service Card 
Berthold Scripts 
five contemporary faces from Berthold 


rpe foundry are shown in a booklet. 


(Page 49) 


434/Circle on Readers’ Service Card 
Stik-a-Letter Samples 
. die-cut gummed alphabets for lettering 


are Here ; (Page 49) 


435/Circle on Readers’ Service Card 
Type Chart 


. a wall chart showing specimens of 


Linotype and Ludow faces is offered 





Advertising Composition Inc (Page 50) 


436/Circle on Readers’ Service 
Lanston Showings 
Lanston notype shows Cent 


ge 50) 





w Clarendon. (Pa 


437/Circle on Readers’ Service Card 
Stapler Brochure 

Lansdale Products Corp., shows 
Side Saddle Stapler in action on long- 
reach jobs (Page 104B) 


438/Circle on Readers’ Service Card 
Talking Incentives 

. .. @ sales-incentive catalog with a talk 
ing record is offered by Maritz. (Page 43) 


439/Circle on Readers’ Service Card 
Timing Units 

Haydon Mfg. Co. shows 
signed line of timing units and an inductor 
timing motor. (Page 75) 
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MAKE YOUR OWN 


(REPRODUCTION QUALITY... Sharpest + Clearest - Most Accurate) oe 


GLOSSY STAT 


Enlarged or Reduced...in Line or Halftone...Negative or Positive 





ANY SIZE (up to 18x24) on any grade of paper... 


dried, ready to use,__ in @ minutes... for as little as per print! 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 
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HERE 1S THE INCOMPARABLE 


STATMASTER “Exclusives” 


Incorporates the oniy Cold Light Enlarger in existence 
with calibrated scales. 
















Makes Litho & Halftone Film, Screened Negatives, Velox 
Prints. 


Does Sur-Printing, Bas-Reliefs, Acetate Overlays, Repro- 

portioning, Italicizing, Curves and Perspectives. 

Makes copies on paper or film... from paper, film or 
. objects... in straight position, flopped, 
% or in perspective. 


Enlargements to 500% in one shot and 
Reductions to 350% in one shot with 
Stat Camera or Enlarger. 






“MAGIC IN MOTION” 


The STATMASTER has no gears, wheels, or crank handles. 
No heavy magazines, messy adhesives, film holders or 
vacuum frames. The copy board, enlarger and unique 


adapter back operate with such speed, accuracy and ease 
. it’s almost like “SLEIGHT-OF-HAND!” 


YOU CAN OWN THE FABULOUS STATMASTER FOR AS LITTLE 
AS 23 PER DAY. (THREE MODELS TO CHOOSE FROM) 












Call or write for our Deluxe 24 page catalog, or come in 
for an exciting demonstration at our N. Y. showroom. 


STATMASTER CORP. 19 West 44 St., N.Y. 36,N.Y. OX 7-9240 
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EQUATOR Index Bristol 


Tough, strong, durable—with a range of six eye-pleasing 
pastel colors and a beilibant bhawhhine white—EQU \’ rOR INDEX BRIS- 
TOL does many jobs . . . and does them all we I. 
For office, factory, and business machine forms, it is unequalled for its snap 
and rigidity . . . never becomes dog-eared or cracked with frequent handling 
. or limp and floppy in a filing tray or binder. 
But EQUATOR INDEX does more than the vigorous workaday assign- 
ments, because its super-smooth finish makes it ideal for many advertising 
uses, too—since it prints beautifully by offset or letterpress. One of its 
most popular uses is for post card mailings where its range of colors add 
variety and distinction at little cost. Ask your Sorg paper merchant for a 


swatch book of EQUATOR INDEX BRISTOL. 










SEND YOUR SALES MESSAGES 
ON SORG BLOTTINGS 


Because a blotter is always well 
received and lingers longer on a 
prospect's desk, leading manu- 
facturers make it a standard ad- 
vertising piece. Write for the 
Sorg Blotting Sampler of out- 
standing blotters. 
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